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Abstract 
This thesis set out to investigate why individuals engage in home-based business (HBB) 
and to what end. Little previous academic research has investigated this phenomenon 
despite the sizable proportion of UK SMEs which could be termed as such and their 
cumulative economic contribution. The purpose of this thesis was fourfold: 1) to 
explore HBB dimensions and types; 2) to examine why an individual might be 
motivated to create a HBB; 3) the influence of motivations on business and personal 
outcomes arising from HBB activity; 4) and the fit of HBB within the entrepreneurship 
paradigm. 
This study was underpinned by Critical Realist philosophy and employed a qualitative 
research approach. Data were collected from thirty Scottish HBB owners during 2014 
using in-depth narrative interviews. Data were subject to thematic analysis.  
The main finding of this study is that HBB owners exhibit unique motivations particular 
to their choice of business location. Further, these can impact on business (and 
personal) outcomes, which ultimately affect the fit of the HBB within the 
entrepreneurship paradigm.  
There are five major contributions from this research. First, three new typologies 
based on gender, human capital and technology were created. Second, HBB owners 
have specific motivations for the creation of a HBB. Third, Shapero’s Entrepreneurial 
Event Theory is valid as an entrepreneurial intention model in this context. In addition, 
an adaptation to this model is proposed based on the significance of context to the 
HBB owner entrepreneurial event cognition process. Fourth, there are both business 
and personal outcomes of operating a HBB, some of which can have a significant ‘dark 
side’ for the individual and ‘downsides’ for the business. Finally, HBB is 
entrepreneurship; however the ‘fit’ of the business within this paradigm exists along a 
spectrum. 
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Chapter One: Introduction  
This research seeks to investigate home-based business (HBB) and consider the HBB as 
a means to what end. Previous academic and practitioner studies of HBB make the 
case that HBBs are economically viable and make a potentially significant contribution 
to economies (e.g. Mason and Reuschke, 2015; Enterprise Nation, 2014). Yet other 
studies find microbusinesses (of which HBBs count for approximately 70 per cent in the 
UK) lack growth ambitions and outcomes (Allinson et al., 2013). Meanwhile, the 
debate about the value of HBB not only refers to economic value, but social and 
personal value also. Studies report that HBB is a means by which to facilitate work-life 
balance or achieve other lifestyle factors (e.g. Loscocco and Smith-Hunter, 2004; 
Ekinsmyth, 2011). Again though, many others question the efficacy of this business 
model to achieving such outcomes (e.g. Kirkwood and Tootell, 2008; McGowan et al., 
2011).  
The following sections outline the context of HBB in the UK with particular attention 
given to highlighting gaps in knowledge. Based on these, the purpose of this study in 
terms of its aim, objectives and research questions is set out. The chapter concludes by 
presenting an outline of the structure of the following chapters of this thesis.  
1.1 Context and research gaps 
Support for business is central to economic policy in all market economies, including 
the UK (e.g. BIS, 2010; The Scottish Government, 2015). Consequently, the 
governments within the UK commission several pieces of annual research to further 
understand rates, types and outcomes amongst the business community. Research 
undertaken in 2014, for example, indicates that 96 per cent of UK businesses are micro 
enterprises (nine employees or less) (Ward and Rhodes, 2014). Additionally, studies 
find that 70 per cent of 'no employee' microbusiness (i.e. 2,486,400) are home-based 
businesses (BMG Research, 2013a).  
According to practitioner and academic research, HBBs form the largest business 
sector in the UK (Enterprise Nation, 2009; Mason et al., 2011). The most recent 
Enterprise Nation Home Business Report (2014) states that over 50 per cent of all UK 
small-to-medium-sized enterprises (SMEs – less than 250 employees) are HBBs, 
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contributing £300 billion to the UK economy (Enterprise Nation, 2014). These suggest 
that UK HBBs have cumulative economic contribution potential.  
Given the large proportion of HBBs, and within a context whereby it is proposed that 
they can positively contribute to the markers of economic growth (Lord Young, 2013), 
pursuit of HBB is currently actively encouraged by the UK government. This is reflected 
in policy. For example, the UK government endorses the HBB model for social housing 
tenants and has updated its policy on planning permission (BIS, 2010, 2014); business 
rates for HBB have been clarified (Valuation Office Agency, 2014); The Home Business 
Guide (Jones, 2012) – a step-by-step framework and examples aimed at inspiring the 
HBB start-up process – has been produced; and the UK Prime Minister and the 
Business Minister recently launched the inaugural Home Business Summit (Enterprise 
Nation, 2014). This suggests that government views HBB as something which can 
contribute to economic growth, and should be encouraged. In turn, by providing the 
‘right’ conditions, HBB creation, and subsequent growth outcomes, will be achieved.  
Recent academic and practitioner research also appears to support the proposition 
that HBB has positive economic outcomes. Research conducted by Mason and 
Reuschke (2015) indicate that HBB is valuable to the UK economy due to the sizable 
proportion of UK businesses which are HBB and their cumulative increases in turnover 
including both national and international sales (also Enterprise Nation, 2014). Thus, 
government and practitioner interest in this mode of business operation, based on its 
potential contribution to economic growth, appears to reflect HBB entrepreneurial 
potential and outcomes. Moreover, academic research has largely framed the 
phenomenon within the entrepreneurship field, due to HBBs self-employed/owner 
business ‘credentials’ (e.g. Thompson et al., 2009; Mason et al., 2011; Ekinsmyth, 
2011). However, other UK-wide government research indicates that micro firms in 
particular, which includes HBBs, are found not to seek or achieve growth (Anderson 
and Ullah, 2014; OECD, 2010). For example, Allinson et al. (2013) in their study of UK 
micro businesses, including HBBs within the category of ‘non-employers’, report that 
they exhibit “substantially lower rates of growth and growth ambition” (p. iii) than 
other types of firms. Thus to some extent HBBs are dismissed as lacking economic 
contribution since they are assumed to be lifestyle, that is non-growth orientated, 
firms.  
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In contrast to the conflicting findings regarding the economic potential of HBBs, much 
is made of their assumed potential social or personal benefit (e.g. Baines, 2002; 
Loscocco and Smith-Hunter, 2004; Dwelly et al., 2005; Redmond et al., 2006). In 
studies examining HBB, research attention has been dedicated to understanding the 
non-economic outcomes of engaging in HBB creation and operation such that this 
mode of business may facilitate work-life balance or other personal benefits (e.g. 
Berke, 2003; Loscocco and Smith-Hunter, 2004; Ekinsmyth, 2011). However, once 
again the findings are contradictory (e.g. Kirkwood and Tootell, 2008; Walker et al., 
2008).  Furthermore, in the case of HBBs, research has concluded that non-economic 
outcomes come at an economic cost (Thompson et al., 2009). Thus, the financial and 
social value and outcomes of HBB are set in opposition.  
Subsequently, views regarding HBB as credible entrepreneurship are often polarised 
and the (type of) value created by engaging in HBB remains in question. This may be 
because academic investigation of HBB and how entrepreneurship is manifested by 
this business mode has been limited. Therefore, while in the UK HBBs are a prevalent 
form of business operation, and currently actively encouraged by top-down 
government policy, the outcomes of encouraging HBB creation are uncertain.  
It would appear judicious therefore to consider what HBB outcomes are achieved, both 
business and personal, and what contributes to, or influences, them. To date, as 
stated, the (business and personal) outcomes of engaging in HBB activity are often 
limited to assessing economic contribution or related to the achievement (or not) of 
work-life balance desires (e.g. Kirkwood and Tootell, 2008; Allinson et al., 2013). An 
alternative approach which may provide much needed clarity is to consider initial 
business creation motivations and their relationship to subsequent outcomes.  
Previous research has established a connection between motivations and business 
outcomes (e.g. Watson et al., 1998; van Praag, 2003). For example, Delmar and 
Wiklund (2008) find a positive correlation between motivation and subsequent 
business growth and Manolova et al.’s (2012) research establishes a connection 
between the expectation of final outcomes as motivators to engage in entrepreneurial 
actions. Thus, both business and personal outcomes can be viewed as dependent on 
the motivation of the individual, which can differ enormously (Galloway and Mochrie, 
2006; Delmar and Wiklund, 2008; Manolova et al., 2012). As Newbery and Bosworth's 
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(2010) exploration of rural HBBs reports “the experiences and motivations of each 
individual [are the] defining features of their businesses” (p.186).  Therefore, the role 
of motivation and intention appear critical to understanding HBB. It is surprising, 
therefore, to note that little academic research has considered the motivations for 
choosing the HBB model and their influence on both the individual and their business.  
Historically research investigating business creation centred on the study of 
personality; however, research suggests that this approach lacks predictability and 
reliability (Shaver and Scott, 1991; Krueger et al., 2000). Consequently, contemporary 
research has sought to understand entrepreneurial motivations and behaviour by 
employing a cognitive approach. Cognitive models propose a combination of 
antecedents such as attitude and subjective norms which underpin intention and 
behaviour (Krueger and Brazeal, 1994). In the study of business creation, Ajzen's 
(1991) social psychology-based Theory of Planned Behaviour (TPB) is the most 
common theoretical framework (Wiklund et al., 2003). TPB, however, is subject to 
several criticisms with regards to its antecedent components and issues of 'time lag' 
between intentions and behaviours amongst others. Most importantly, its application 
has been stubbornly agency-centric, underpinned by a predominantly quantitative 
research approach. An alternative, yet comparable cognitive theory to the TPB exists: 
Shapero's Entrepreneurial Event Theory (SEE). This theoretical framework specifically 
considers the ‘entrepreneurial event’ decision-making process and thus is more 
applicable to considering motivations specific to business creation, particularly where 
external factors such as HBB context may have a contributing role.  
However, no research investigating any aspect of the HBB phenomenon can be 
productive if what a HBB is remains uncertain. Initial studies investigating HBB 
emerged in the early 1990’s, with the majority either conceptual or quantitative, 
seeking to ‘map’ or describe the HBB landscape. Consequently, there is a body of 
literature which outlines, for example, where HBBs are based (urban/rural), their 
economic contribution, the gender of the HBB owner, and their human capital levels 
(e.g. Edwards and Field-Hendrey, 1996; Soldressen et al., 1998; Wilson et al., 2004; 
Mason et al., 2011). Yet the main feature of the extant research into HBB is its lack of 
agreement on many of these. Crucially, in many of these studies, the definition is often 
country-specific, and in some no definition is offered. Subsequently, the study of HBB 
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has been limited due to the lack of clarity regarding the concept, where imprecise 
language, inconsistency in definitions and assumptions create a challenging foundation 
upon which to base credible and comparable HBB research. Therefore, in order to 
proceed with investigating the HBB concept, it is necessary to clearly distinguish 
dimensions of this type of work to enable robust academic and practitioner research. 
This is the first step towards reducing conflicting evidence due to weak comparison 
and will contribute to further knowledge about HBB.  
To summarise, there are several gaps in our knowledge about HBB. First, these may 
exist because the phenomenon has not been adequately defined. Thus, existing 
studies and findings are hard to interpret accurately and leave a measure of 
uncertainty in current findings. Second, there is conflicting evidence about the value of 
engaging in HBB which is likely due to its positioning as an either/or phenomenon 
related to its placement in the entrepreneurship paradigm. To that end, it is necessary 
to consider the outcomes of HBB in all their complexity and the relationship of those to 
initial motivations for business creation. Additionally, the current research aims to 
respond to calls for further research to fill the gaps in our understanding about 
business motivations and processes (e.g. Burchell et al., 1999; Unwin et al., 2008; 
Kautonen et al., 2011; Binder and Coad, 2013). By enriching understanding of the HBB 
phenomenon, the study will contribute to developing academic, practitioner and 
government research, thereby, helping to clarify the ‘value’ of HBB outcomes and their 
link with motivations and business context. It is to the specific aim, objectives and 
research questions which seek to answer these gaps that we now turn.  
1.2 Aim, objectives and research questions 
The purpose of this research is to explore motivations for home-based business 
creation and the effect on owners and their business. This is divided into four broad 
research objectives:  
Objective 1. To explore dimensions of home-based business and different types 
Objective 2. To investigate intention antecedents and motivations for home-based 
business in the context of theories of entrepreneurial intent  
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Objective 3. To examine the personal and business outcomes of home-based 
business 
Objective 4. To investigate if entrepreneurship defined as growth-orientation is 
observable in home-based businesses   
This research incorporates a theoretical framework comprised of two elements:  
a) a proposed HBB typology developed from literature and;  
b) Shapero's Entrepreneurial Event theory (SEE) 
Using a critical realist approach this research will explore Scottish HBBs and consider 
their placement within the proposed typology. In addition, by applying SEE theory, the 
intentions and motivations of those pursuing HBB will be examined and the validity of 
SEE theory for this purpose assessed.  
Using these approaches, the following four broad research questions will be 
addressed:  
RQ. 1. What are the key dimensions of a home-based business?  
RQ. 2. Why do individuals engage in home-based business?  
RQ. 3. What are the business and personal outcomes of engaging in home-based 
business?  
RQ. 4. Is entrepreneurship (defined as growth-orientation) evidenced in home-based 
business?  
To answer these questions, a qualitative methodology will be employed, involving 
collecting the narratives of 30 HBB owners via semi-structured interviews. Data 
analysis will be thematic and comparative, see Chapter 4. 
1.3 Organisation of the study  
This study is organised as follows.  
Chapter 2 reviews the HBB literature, placing it in context by examining the issues 
which surround the definition of a HBB, its business and person characteristics and 
challenging assumptions which have underpinned prior research. A HBB typology is 
developed and presented. Thereafter, the dominant ideology of entrepreneurship’s 
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symbiotic relationship with (economic) growth is reviewed, and the position of the 
HBB in relation to entrepreneurial growth is considered. Motivations for engagement 
in business creation activities in general, and the HBB in particular, are discussed. 
Finally, the measurement of, and factors that contribute to, general business success 
are explored, with specific attention given to the HBB.  
Chapter 3 sets out the theoretical framework for this research. The theoretical 
literature regarding motivations and intentions, with a particular focus on models 
previously used to conduct research exploring entrepreneurial motivations, is 
reviewed. The theoretical entrepreneurial motivations model to be used in this 
research is presented. 
Chapter 4 presents the methodology employed in this research. This research is 
underpinned by a critical realist approach, and the ontological and epistemological 
position is detailed. Thereafter the relevance of a qualitative approach for this study is 
discussed, followed by details of the research procedures employed including 
sampling, data collection, data analysis and limitations.  
Chapters 5, 6, 7 and 8 are each dedicated to the presentation of empirical data, 
analysis and discussion for each of the four research questions posed in this thesis (as 
per page 6). Thus, Chapter 5 considers the sample in this research in terms of the 
dimensions of HBB and the different types found in this study as per RQ1. This includes 
an analysis of the typology set out in Chapter 2 and the presentation and discussion of 
two further typologies, thus addressing Objective 1 of the study. Chapter 6 explores 
the motivations reported by this sample and the validity of the proposed theoretical 
framework. Chapter 7 outlines the business and personal outcomes of engaging in 
HBB. Chapter 8 considers if entrepreneurship can be observed and presents a new 
spectrum by which to classify the behaviour outcomes observed in the HBBs in this 
sample.  
Chapter 9 outlines the conclusions of this research, with specific attention given to the 
contributions to context, theory, practice and policy. Consideration is given to the 
limitations of the study and areas for future research.  
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1.4  Summary 
This thesis explores home-based business. Home-based businesses comprise a sizeable 
section of the UK economy but they are largely under-represented in business 
research studies. Nevertheless, the number of new HBBs in the UK continues to grow 
(Enterprise Nation, 2009, 2014) and public media rhetoric expounds the benefits of 
them, including the ability of business owners to achieve work-life balance (e.g. White, 
2008; Jones, 2009). This research seeks to investigate the HBB concept and produce 
evidence-based information and consequently better informed understanding of 
them. First, attention is given to placing the HBB in the dominant research context of 
entrepreneurship and business growth. Second, discussion centres on attempting to 
define the HBB concept and proposes a typology to this end. Third, motivations have 
been found to be significant contributors to business outcomes, and in particular, 
growth ambitions have been shown to lead to growth outcomes (e.g. Manolova et al., 
2012), thus, this research seeks to assess the intentions and motivations of HBB 
owners. Finally, in light of the relationship between motivations and the effect on 
business (and individuals), the research will assess the HBB model in terms of 
contribution to desired business and personal outcomes. In turn this will contribute to 
the development of entrepreneurial theory, particularly in the context of HBB.  
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Chapter Two: Contextualising home-based business   
2.1  Introduction and overview 
Understanding an individual's motivations, the why of business creation is crucial to 
the continued development of our understanding of entrepreneurship and business 
(Shane and Venkataraman, 2000; Elfving et al., 2009). During 2011 in the UK, 
approximately 253,000 new businesses were formed, contributing to the 4.8 million 
private sector businesses of which 99.9 per cent are SMEs (BIS, 2012). Of those, 74 per 
cent have no employees, and of those, 70 per cent (n=2,490,079) "operate from the 
business owner's home" (BMG Research, 2013a, p. 1). These are often known as home-
based businesses (HBBs). However, whilst HBBs engage in business activities, there has 
been limited academic engagement with the phenomenon.   
This chapter contextualises the HBB and considers its relationship to business growth, 
motivations and success.  First, HBB literature is reviewed with detailed attention given 
to definitions, business and owner characteristics and inspection of HBB 'urban myths'. 
Thereafter, a conceptual HBB typology, which forms part of the theoretical framework 
of this study, is presented. Second, in order to place the HBB in social and research 
context, the concept of entrepreneurship will be discussed and the definition to be 
used in this research outlined. Third, previous research considering why individuals 
engage in business creation, and HBB in particular, is summarised. Finally, the 
meaning, measurement and outcomes of success in business in general and HBB in 
particular will be considered. 
2.2  Home-based business  
According to Mason (2010) HBBs are a "significant location for entrepreneurial 
activity" (p.104). Additional sources comment that there is a 'trend' towards HBB 
(Rowe et al., 1999; Enterprise Nation, 2009, 2014), with HBB the largest and fastest 
growing sector in many Western economies. This may be particularly true in rural 
economies as found in the UK and the USA (Rowe et al., 1999; Phillips, 2002; Dwelly et 
al., 2005). The existing scale of the phenomenon and its predicted increase would be 
suggestive of an effect on economic indicators within Western economies.  
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HBBs are predominantly concentrated in the micro-business category (<10 
employees). Micro-business are associated with low-growth orientation, if any 
(Allinson et al., 2013). Subsequently HBBs are perceived as lacking economic value 
based on their assumed lack of growth outcomes in terms of turnover, profit, and 
employee numbers. However, when Enterprise Nation (2009) (a UK home-business 
online forum) asked their members about future business growth intentions, 89.1 per 
cent of their sample anticipated growing their business in the following year. The 
intention for growth within HBBs has remained consistently high (85 per cent in 2014) 
(Enterprise Nation, 2014). This reflects the findings of Mason et al. (2011) who found 
in their sample of 18,939 Federation of Small Business members, that similar 
percentages of HBBs and non-HBBs reported increases in turnover in the previous year 
(57 per cent), with 58 per cent of HBBs seeking to grow their business in the following 
12 months. Closer inspection suggests that HBBs seem to pursue a different kind of 
growth that involves outsourcing and sub-contracting rather than growing headcount 
(Dwelly et al., 2005; Mason et al., 2011; Enterprise Nation, 2014). Nevertheless, other 
HBB studies comparing HBBs with non-HBBs, find that HBBs do have fewer employees 
and lower levels of turnover (Loscocco and Smith-Hunter, 2004; also Newbery and 
Bosworth, 2010; Thompson et al., 2009).  
As an alternative to employment and turnover figures as measures of growth, 
researchers have used contribution to ‘total household income’ by the HBB, again with 
contrasting findings. For example, Phillips (2002) reports in his summary of US data 
that HBBs only contribute ten per cent of total household income (low contributions 
are also reported by Soldressen et al. (1998) and Ekinsmyth (2011)). In contrast, Dwelly 
et al. (2005) report a 67 per cent contribution based on research conducted in South 
East England (similarly large percentages are reported in Australian findings – 72 per 
cent for male HBB owners and 50 per cent for female owners (Walker, 2003)).  
Thus, while the assumed lower levels of turnover and employment figures in HBBs in 
comparison to non-HBBs appear to be credible, other measures of their economic 
significance appear to support their value (i.e. contribution to household income, 
aspirations to grow turnover, growth through outsourcing). Additionally, Mason et al.'s 
(2011) HBB 'mapping' research found that in regions with higher business start-up 
rates, there were also greater numbers of HBBs, suggesting that HBBs may fit the 
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business start-up mould; this is certainly a common assumption about HBBs. The 
consequence of HBBs being perceived as low value and non-growth orientated 
businesses has been that they have been considered as not relevant to 
entrepreneurship when it is defined as growth or innovation (Carland et al., 1984). This 
has resulted in them receiving less attention as a research topic since 
entrepreneurship research has tended to focus on growth-orientated businesses 
(Kitching and Smallbone, 2012). Other reasons why HBBs are not a common focus of 
research include that the terminology used to describe and define them is confused 
and misleading, resulting in difficulty with measurement and thus assessment of the 
phenomena. In addition, it is difficult to track these often ‘invisible’ businesses, 
therefore, little is known about what motivates engagement in this form of business 
activity and the subsequent outcomes (Walker, 2003; Mason et al., 2011).  
Nevertheless, the HBB has been a source of both public and Government interest, as 
reflected in several recent government and popular media publications (e.g. White, 
2008; Jones, 2009; Jones, 2012; BMG Research, 2013a; Lord Young, 2013). Most 
recently, the UK Minister for Enterprise was involved in the inaugural Home Business 
Summit (2014) announcing a series of changes to policy and law to facilitate future 
growth in the number of HBBs. BIS reports that this is: 
“to make it much easier for people thinking of starting a home business” (BIS, 
2014) 
According to the report, BIS recognises the overall economic value of HBBs, and their 
contribution to economic recovery, to local communities and the environment (BIS, 
2014). As yet, academic examination of regulatory change to encourage UK HBB 
creation is unexplored, but in an Australian HBB study, government regulations were 
found to have no impact on performance (Holmes et al., 1997).  Similar was found in a 
Swedish study of firm creation (Elert, 2014).  
In contrast to the recent support for HBB as a potential source of economic benefit, 
other perceived benefits of home-based activity are more longstanding.  'Working 
from home' has become associated with work-life balance (WLB) discourses and 
practices (Felstead et al., 2002; Tietze et al., 2009; Moore, 2006). Walker et al. (2008) 
propose that pursuit of self-employment may arise as a consequence of conflict 
  12 
between the 'roles' of work and life in employment situations (also Jurik, 1998). Jurik 
(1998) contends that "the only liberated homeworkers are those who are truly self-
employed" (p.8). As well as these factors, according to Soldressen et al. (1998) HBB 
presents an opportunity for the 'disadvantaged' – defined by them as those with 
children, disabled, retirees and hobbyists – to engage in economic activity (also Pratt, 
1987;  Jurik, 1998).  Thus, home-based small business activities are presented as a 
"privatised solution to complex challenges facing individuals" (Bryant, 2000, p. 31), or 
the natural solution to wider social and economic changes which embed homeworking 
in social discourse as a means to achieve flexibility to manage WLB (Bryant, 2000; 
Shaw et al., 2000).  
The remainder of this section will set out the existing knowledge regarding the HBB 
concept. Priority is given to the challenge of defining the HBB and the consequences of 
ambiguity on accurately building knowledge and understanding. Additionally, an 
outline of the characteristics of HBBs and their owners is presented with particular 
attention given to the assumptions that have coloured existing academic and 
practitioner research to date. Finally a conceptual typology for categorising HBBs is 
presented and discussed.  
2.2.1 Defining the home-based business  
According to Dannhauser (1999), defining a HBB is a “demographic debacle” (p.52) due 
to the heterogeneity of work related activities which take place in the home (also 
Pratt, 1987; Felstead, 1996; Sullivan, 2003). Therefore, as yet, within academic or 
practitioner literature, there is no clear definition for a HBB, although most research 
frames the concept within the entrepreneurship field (e.g. Ekinsmyth, 2011; Newbery 
and Bosworth, 2010). The lack of clarity is due to imprecise language, inconsistency in 
working definitions and uncertainty about the legal status of those operating HBBs.  
First, academic and practitioner papers alike often use imprecise language, 
interchangeable terms or do not provide a definition for the concept they discuss (for 
example Soldressen et al., 1998; Loscocco and Smith-Hunter, 2004; Enterprise Nation, 
2009). Baines’ (2002) UK-based technology-focused research paper is a clear example. 
The author uses six different ways to refer to (possibly) the same concept: “home-
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based micro enterprise” (p.89), “telecommuting/teleworking” (p.90), “teleworking at 
home” (p.90), “homeworking self-employment” (p.90), self-employed teleworkers” 
(p.90), “home-based self-employment” (p.90) (ibid.).  
‘Teleworker’ or ‘telecommuting’ are especially common terms used to describe work 
that takes place in the home. However, these terms actually apply to employees who 
work away from the office, whether at home or in an alternative location (e.g. Edwards 
and Field-Hendrey, 1996; Ruiz and Walling, 2005). As Cifre et al.(2002) state: 
“teleworking refers to a specific mode of employment where the employee is 
located remotely from a central office or production facility, has little or no 
face-to-face contact with co-workers but is able to communicate via the use of 
high technology telematic systems” (p. 17, my italics).  
In contrast, in Sullivan’s (2003) review of teleworking and homeworking definitions, 
she does not include information on employment status, rather she focuses on the 
integral contribution of ICT (also Felstead and Jewson, 2000; Baines and Gelder, 2003; 
Loscocco and Smith-Hunter, 2004). Thus even teleworking, a widely established 
terminology, is not without definitional issues, which have been superimposed onto 
the HBB phenomenon.  
Confused terminology is also evident in other academic and governmental research. 
For example, Mason et al. (2011) quote statistics from several different sources to 
report on HBBs in the UK. They use: a 2005 Labour Force Survey Trend Report which 
uses figures for teleworkers (which fit the Cifre et al. (2002) definition); Global 
Entrepreneurship Monitor (GEM) figures which define a HBB as businesses having the 
same postal address as home; and finally, Business, Enterprise and Regulatory Reform 
(BERR) statistics which use similar criteria as GEM but only apply to businesses during 
start-up phase. Other papers also lack definitional criteria (see Thompson et al., 2009; 
Folmer, 2014). Thus, the HBB phenomenon is inconsistently defined and applied in 
academic studies, which has significant knock-on effects on data collection and 
interpretation.  
Despite these issues, the HBB definition proposed in Dwelly et al. (2005), one of the 
earlier pieces of HBB-based research commissioned on behalf of the Commission for 
Rural Communities, is that most often used by UK-based academic researchers (see 
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Newbery and Bosworth, 2010; Mason et al., 2011). According to Dwelly et al. (2005), a 
HBB is:  
“any business or self-employed person that uses a residential property as a 
base from which they run their operation – consciously doing so instead of 
running a separate workspace/shop/office" (p. 3 ) 
However this definition is not without flaws. It leads to a significant definitional 
schism: namely it implies that a business does not actually have to be operated 
within/at the home, but can be operated from the home and still be labelled a HBB. 
According to leading authors in this field Felstead and Jewson (2000), a “crucial 
conceptual distinction concerns the extent to which work is spatially located within the 
place of residence” (p.20). Thus a key feature of HBB is the nexus of entrepreneurship 
within a domestic space which necessitates distinction between work undertaken at 
and from home, thus defining a new research area (Berke, 2003; Tietze et al., 2009). 
However, this dual distinction of home as ‘location where business is undertaken’ and 
‘home as base’ is common across the other research in this field. For example, 
Walker’s (2003) Australian study uses information collected by the Australian Bureau 
of Statistics which utilises this dual strand definition (also Soldressen et al., 1998; 
Ekinsmyth, 2011; Wynarczyk and Graham, 2013). Previous attempts to rectify the 
at/from home distinction by using the term ‘homeworker’ ultimately excluded 
entrepreneurs or those operating small businesses at home due to their heterogeneity 
(see Felstead, 1996); further evidence of the complexity of defining HBB activity.  
In contrast to Felstead’s (1996) exclusion in his research of those operating small 
businesses, business ownership and/or self-employment have been used as evidence 
of a HBBs’ existence, especially in US-based research (Edwards and Field-Hendrey, 
1996; Soldressen et al., 1998; Loscocco and Smith-Hunter, 2004). This is also true of 
the UK where according to Business Link UK (2012), most people who operate from 
home are registered as self-employed or sole traders. However, to further complicate 
matters, it appears that the legal distinction of self-employment may also apply to the 
teleworker label, with Ruiz and Walling stating that teleworkers can be “…employee, 
self-employed, homeworker”, reporting that 62 per cent of their sample were self-
employed (2005, p. 418; also Felstead, 1996; Cifre et al., 2002).  
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Therefore, it is evident that as yet there is no clear or consistent language, definition or 
legal status (i.e. self-employed or employee) that can be applied to HBBs that would 
clearly distinguish them from other businesses/type of home-working. Moreover, as 
Felstead et al. (2000) state, the purpose of investigating those who work at home is to 
assess the impact of overlapping ‘worlds’, which is often missed by ‘loose’ terminology 
if only assessing individuals on the basis of working ‘mainly’ from home as has been 
the case in several of the existing research papers. Similar issues are replicated in the 
research exploring the business and personal characteristics of the sector. Thus, as 
identified by Pratt as early as 1987, it is likely that HBB sits across a spectrum of 
business activities and deeper examination is required.  
2.2.2 Characteristics of home-based business and their owners 
Research investigating HBBs has been conducted across several Western, and on 
occasion, developing nation contexts. These include the USA (Loscocco and Smith-
Hunter, 2004), Canada (Bryant, 2000), Australia (Walker, 2003; Nansen et al., 2010; 
Walker and Webster, 2004), New Zealand (Wilson et al., 2004), and South Africa 
(Tipple, 1993; Tipple, 2005).  The majority of the studies are UK-based though (e.g. 
Thompson et al., 2009; Newbery and Bosworth, 2010; Ekinsmyth, 2011). The greater 
part of existing research has sought to describe the business and owner characteristics 
of a HBB and in doing so to 'unmask' these 'invisible' businesses (Dwelly et al., 2005; 
Enterprise Nation, 2009; Mason et al., 2011).  
Findings within the literature generally show no consistent picture of what constitutes 
a HBB and its owner. For example, the number of hours worked in a HBB follow a bell 
curve such that owners either work long hours (40 hours plus per week) or shorter 
hours (less than 35 hours per week), with HBBs at greater extremes of the curve than 
non-HBBs (e.g. Edwards and Field-Hendrey, 1996; Thompson et al., 2009). Second, 
researchers do not agree on the most prominent geographical location for HBBs.  HBBs 
are more prevalent in rural areas according to Mason et al. (2011), Dwelly et al. (2005) 
and Phillips (2002). Others report higher concentrations in urban areas (see Edwards 
and Field-Hendrey, 1996; Wilson et al., 2004; Enterprise Nation, 2009).  
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In contrast, the resource characteristics of HBBs show greater consistency in the 
research. First, studies show that HBBs tend to have smaller amounts of initial 
capitalisation or are self-financed (e.g. Soldressen et al., 1998; Loscocco and Smith-
Hunter, 2004; Newbery and Bosworth, 2010). Second, findings show that HBB owners 
have higher levels of educational attainment than non-HBBs, but lower levels of 
previous business experience (e.g. Jurik, 1998; Felstead et al., 2000; Mason et al., 
2011). 
In general, it has been the case that several 'urban myth’ assumptions regarding HBBs 
have emerged and remained persistent. That is HBBs are:  
 operated by women 
 facilitated by, and are increasing in number because of, technology 
developments  
 clustered in homogenous business sectors (knowledge/services) 
 non-growth-orientated (turnover and employment), therefore remain micro 
businesses and thus lack economic contribution  
 either start-ups or part-time 'hobby' businesses  
 
(Walker, 2003; Dwelly et al., 2005; Newbery and Bosworth, 2010; Mason et al., 2011) 
 
This is despite academic research which has sought to refute them (Walker, 2003) or 
‘mapping’, and other, studies which find contrary evidence (Newbery and Bosworth, 
2010; Mason et al., 2011). Nevertheless, much academic investigation of HBB has 
coalesced around these (assumed) central themes. For example, many academic 
studies focus on gender in HBBs exclusively selecting female samples or have implicitly 
placed technology at the core of HBBs. Finally, rhetoric about 'lifestyle' or 'hobby' 
businesses has led to assumptions that HBBs are not entrepreneurial as they lack the 
necessary economic contribution indicators. These assumptions will now be discussed 
in detail (economic assumptions were previously summarised in the introduction to 
section 2.2).   
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Gender 
It is commonly assumed that HBBs are operated by women perhaps because the 
concept of ‘home’ appears to be linked to ideas about gender (e.g. Saunders, 1989; 
Jurik, 1998; Felstead and Jewson, 2000; Di Domenico, 2008). HBB research to date has 
adhered to this assumption with a large proportion of the few extant papers focussing 
on women in HBBs. However, HBB owner demographic data appears to refute this 
urban myth, with several studies reporting higher percentages of male HBB owners.  
For example, in Rowe et al.'s (1999) US research, 56 per cent of their rural HBB sample 
were male; in English rural districts the percentage was 60 (Dwelly et al., 2005); and in 
Walker's Australian research (2003), men comprise 70 per cent of HBB owners (see 
also Loscocco and Smith-Hunter, 2004; Ruiz and Walling, 2005; Mason et al., 2011). 
There are papers within the collection which contradict the dominance of males 
engaging in HBB however.  Edwards and Field-Hendrey’s (1996) review of the 1990 
American Census, found that 59 per cent of HBBs were operated by women, and in 
practitioner-led research, Enterprise Nation (2009) report that 71.3 per cent of their 
sample were female.  
The additional assumption is that women engage in HBB as a means to manage work-
life conflict which arises as a consequence of their oft perceived 'dual role' – that of 
carer and site of capitalist production (Kirkwood and Tootell, 2008; e.g. Walker et al., 
2008; Ekinsmyth, 2013). Several empirical studies have found this to be the case (e.g. 
Holmes et al., 1997; Ekinsmyth, 2011; Wynarczyk and Graham, 2013). Nevertheless, 
studies are beginning to emerge which question the proposed gender-work-life 
balance relationship. For example, Kapasi and Galloway (2015) find in their study of UK 
HBBs that for both male and female owners maximising WLB via HBB 
creation/operation was important and both genders experienced WLB issues during 
HBB operation. Furthermore, Mason et al. (2011) did not find that there were 
considerably higher concentrations of women engaged in business activities operating 
HBBs in comparison to non-HBBs (14 per cent versus 10 per cent respectively) in their 
UK study. Additionally, the most recent report from Enterprise Nation (2014) found 
that whilst 64 per cent of their sample were female, of them, only 28 per cent had 
children under 10, with the inference being that operating a HBB is not necessarily 
predominant amongst adults (i.e. females) with childcare responsibilities (also Mason 
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and Reuschke, 2015). Australian empirical research conducted by Stanger (2000a) also 
found that HBB performance was not affected by children within the HBB household. 
Findings similar to an American study of women small business owners conducted by 
Loscocco and Smith-Hunter (2004) who found that there were no significant 
characteristic differences between those operating a HBB and those operating non-
HBBs, e.g. marriage, age and number of children (except in terms of human capital). 
Therefore, the focus of academic research on gender and its link to the HBB model 
(and its performance) may be unfounded.  
 
The role of technology 
It is assumed that technological developments – greater access to software and 
hardware – facilitate HBB due to cost considerations and the flexibility of location 
inherent in an e-commerce offering (Mason, 2010). For example, according to 
Enterprise Nation (2009), 81 per cent of their sample (n=1230, which all responded to 
an online survey) reported that technology is “critical to the success of my business” 
(p.46). The centrality of technology to HBB is also frequently cited in academic 
literature (e.g. Edwards and Field-Hendrey, 1996; Bryant, 2000; Ammons and 
Markham, 2004). However, empirical research has found mixed results. For instance, 
on one hand Mason et al. (2011) report that HBBs are almost three times as likely than 
other SMEs to generate over half their income from e-commerce, yet they also find 
that only 10 per cent of e-commerce sales account for over 50 per cent of turnover in 
UK HBBs. It is possible that there is an assumed (dominant) role for technology with 
'information technology' businesses consistently reported as a significant proportion of 
the HBB sector (e.g. Wilson et al., 2004; Enterprise Nation, 2009; Mason et al., 2011). 
In contrast, Daniel et al. (2014) report in their study of online HBBs that technology is 
rather an enabler for business owners who lack business experience, associated self-
efficacy and who seek to reduce their risk factors both business and personal (also 
Wynarczyk and Graham, 2013). Enterprise Nation (2014) make similar comments, with 
findings to suggest that HBBs are often a first business. Therefore, rather than many 
HBBs being technology-driven, they are technology-enabled.  
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Sector 
The HBB as a ‘service’ business remains the perceived ‘norm’, despite mixed empirical 
findings. For example Newbery and Bosworth (2010) report that of their rural English 
sample only a small percentage were engaged in business services concluding that the 
majority of (rural) HBBs do not fit a “knowledge intensive business services” profile 
(p.195). The largest proportion of HBBs operating a service business is reported in 
American findings: Edwards and Field-Hendrey (1996) find 70 per cent of HBBs 
engaged in services; of Rowe et al.'s (1999) rural sample, 45 per cent were involved in 
services; and Loscocco and Smith-Hunter (2004) report 37 per cent. UK figures are 
consistently lower. Dwelly et al. (2005) reports services at 30 per cent, Mason et al. 
(2011) report 36.4 per cent (business services – 17.4, computer and related activities – 
10, financial services – 4.8, and personal services – 4.2), and Newbery and Bosworth 
(2010) report 18.7 per cent in business and domestic services. In contrast, the recent 
UK Enterprise Nation (2014) report finds that services (e.g. creative industries, 
business services, consulting) account for almost 80 per cent of their HBB sample, and 
suggest that this may be related to environmental and institutional changes in 
employment relations. Additionally, an Australian study finds that 50 per cent of their 
HBB sample were trades with only 15 per cent and 14 per cent engaged in personal 
and business services respectively (Walker, 2003). The presumed prevalence of 
service-based HBBs has led many studies to focus on service-based samples. However, 
in general ‘mapping’ research conducted in the UK, the findings indicate that there are 
other types of business sector represented by HBB. For example, in Newbery and 
Bosworth (2010) they find that 80 per cent of the HBBs in their rural English study are 
found across five sectors. As previously reported business and domestic services 
account for just under 20 per cent and the remaining sectors are hospitality (28.8), 
retail (13.2), manufacturing (7.7) and construction (11.7). Mason et al. (2011) report 
that 83 per cent of UK HBBs are found across 12 different sectors (36.4 per cent are 
services) with other key sectors including construction (16.5), retailing (7.0), and 
manufacturing (5.5). These findings would suggest that HBB sector activities extend 
beyond the services label.  
To summarise, attempts to identify the characteristics of HBBs are found to be 
compromised by contradictions as a result of HBB being differently defined in different 
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empirical studies. Home-based construction businesses are one particular example 
that illustrate the at/from home ambiguity of many previous studies. In fact, 
definitions of the various features are inconsistent too. For example, Soldressen et al. 
(1998), in defining ‘service industries’, refer to services and services-trades, Loscocco 
and Smith-Hunter (2004) to business and personal services, and Newbery and 
Bosworth (2010) to business and domestic services.  Moreover, some research has 
used purposive sampling, with a concentration on ‘white collar’ workers to investigate 
knowledge work in HBBs (e.g. Ammons and Markham, 2004).  
Thus, there are several aspects of HBB research, notably the assumptions that 
underpin much research, which offer limited foundations from which to build 
knowledge. These are summarised in Table 1. Consequently, it is necessary to clarify 
the HBB concept generally and in this study. This is the purpose of the following 
section, which presents a conceptual typology that informs this study. 
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Literature/Assumption Author(s) 
Economic Trend towards HBB, especially 
in rural economies 
Rowe et al. (1999); Enterprise Nation (2009); Enterprise Nation (2014); Phillips (2002); Dwelly 
et al. (2005) 
HBBs demonstrate growth 
indicators (e.g. orientation, 
household contribution) 
Walker (2003); Dwelly et al. (2005); Enterprise Nation (2009); Mason et al. (2011); Enterprise 
Nation (2014); BIS (2014); Mason and Reuschke (2015) 
Growth types specific to HBB: 
outsourcing, sub-contracting 
Dwelly et al. (2005); Mason et al. (2011); Enterprise Nation (2014) 
HBBs lack growth indicators 
(e.g. employees, turnover) 
Soldressen et al. (1998); Phillips (2002); Loscocco and Smith-Hunter (2004); Thompson et al. 
(2009); Newbery and Bosworth (2010); Ekinsmyth (2011) 
Non-economic Work-life balance Felstead et al. (2002); Bryant (2000); Shaw et al. (2000); Jurik (1998); Moore (2006); Walker 
et al. (2008); Tietze et al. (2009) 
Combat disadvantage – 
disability, presence of children, 
retirees and hobbyists. 
Pratt (1987); Jurik (1998); Soldressen et al. (1998) 
Characteristics Hours worked in HBB are long 
(>40 hours) 
Edwards and Field-Hendrey (1996); Walker (2003); Tipple (2005); Enterprise Nation (2009) 
Hours worked in HBB are short 
(<35 hours) 
Rowe et al. (1999); Loscocco and Smith-Hunter (2004); Thompson et al. (2009); Mason et al. 
(2011) 
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HBBs more often found in rural 
areas 
 
Felstead and Jewson (2000); Phillips (2002); Dwelly et al. (2005); Newbery and Bosworth 
(2010); Mason et al. (2011) 
HBBs more often found in 
urban areas 
Edwards and Field-Hendrey (1996); Wilson et al. (2004); Enterprise Nation (2009) 
Low amounts of initial 
capitalisation or self-funded 
Soldressen et al. (1998); Loscocco and Smith-Hunter (2004); Newbery and Bosworth (2010) 
HBB owners have high levels of 
human capital attainment (not 
including business experience) 
Jurik (1998); Soldressen et al. (1998); Felstead et al. (2000); Loscocco and Smith-Hunter 
(2004); Newbery and Bosworth (2010); Mason et al. (2011) 
Gender – HBBs are run by 
women for WLB reasons 
Edwards and Field-Hendrey (1996); Holmes et al. (1997); Kirkwood and Tootell (2008); 
Walker et al. (2008); Enterprise Nation (2009); Ekinsmyth (2013); Wynarczyk and Graham 
(2013) 
Technology as a causal factor Edwards and Field-Hendrey (1996); Bryant (2000); Ammons and Markham (2004); Wilson et 
al. (2004); Enterprise Nation (2009); Mason (2010); Mason et al. (2011); Wynarczyk and 
Graham (2013); Daniel et al. (2014) 
Knowledge and business 
sectors dominate 
Edwards and Field-Hendrey (1996); Rowe et al. (1999); Loscocco and Smith-Hunter (2004); 
Ammons and Markham (2004); Mason et al. (2011); Enterprise Nation (2014) 
Table 1. Home-based business literature/assumptions
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2.2.3 Home-based business typology  
As previously discussed, there is a lack of clear definition for HBB. Consequently, the 
potential of previous and future HBB research is limited. This gap in knowledge informs 
research question one, what are the key dimensions of a home-based business? Thus, 
a typology that outlines how the HBB is conceptualised in this study provides a partial 
answer to RQ1 and a theoretical framework for this research.  
To date, several authors have listed classification ‘categories’ for 'home-as-place-of-
work'. For example, Newbery and Bosworth (2010) propose three categories which 
cover the role of home in relation to business; Shaw et al. (2000) propose four 
categories which cover types of work that could be conducted in the home; Walker 
and Webster (2004) propose four categories based on the motivations of those who 
are engaged in HBB; finally Baines and Gelder (2003) propose four categories which 
focus on the impact that the business has on the family.  
The typology proposed in this thesis is structured within the entrepreneurship 
paradigm. This enables distinction of independent economic activities from employee 
status and relates the typology to the definition of entrepreneurship utilised in this 
study (i.e. associated with growth, see page 28).  
Two axes labelled human capital and location are proposed. The y-axis refers to human 
capital, and this is used here because of the criticality of human capital to the quality 
of a HBB. Following Becker (1964), Unger et al. (2011, p. 343) define human capital in 
their meta-analysis as “skills and knowledge that individuals acquire through 
investments in schooling, on-the-job training, and other types of experience”. Human 
capital has been used in entrepreneurship research to explore: its importance to 
nascent entrepreneurs (Davidsson and Honig, 2003; Dahl and Sorenson, 2012); its 
relationship to business longevity via financial capital accumulation (Bates, 1990); its 
relationship to serial entrepreneurship (Amaral et al., 2009); and generation of new 
business ideas (Gabrielsson and Politis, 2012). It has also been employed in studies 
specific to HBB. Mason et al. (2011) refer to knowledge workers who have high levels 
of educational attainment (also Mason, 2010); Loscocco and Smith-Hunter (2004) refer 
to human capital as a means of comparison within their sample; and, Tietze  et al. 
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(2009) make a distinction between manual and non-manual work. Furthermore, Tietze 
et al. define knowledge workers as "workers who engage in analytic-symbolic work 
and use particular bodies of knowledge to solve work problems" (p.591). This 
definition mirrors the home-based work research of Felstead et al. (2000) who 
conceive of a relationship between human capital (i.e. education, skills and training) 
and manual versus non-manual work. Thus, the decision to use human capital as a key 
typology characteristic additionally reflects the influential work of Felstead and Jewson 
(2000) in which they use the term discretion. Discretion is defined as “the extent to 
which qualities of judgement, problem-solving, decision-making and originality are the 
key attributes of the labour process” (ibid. , 2000, p. 5). Therefore, influenced by 
previous research, the proposition here is that a relationship exists between the 
human capital requirements of the self-employment ‘job’ role and the discretion they 
may have in their workplace, be it at home or otherwise. For these reasons, human 
capital is considered to be a valid delineator within the HBB sector.  
The x-axis refers to the location in which work is undertaken and seeks to resolve the 
dual strand issue of home as a base/registered business address and those who 
actually work within the home operating their business (this is distinct from, but 
inclusive of, where the home is the business).  
The proposed framework for a HBB typology is shown in Figure 1: 
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Figure 1. Home-Based Business Typology 
This typology seeks to resolve the current issues around defining and measuring 
heterogeneous home-based entrepreneurship activities, with the aim to more 
accurately identify those that engage in home-based business distinct from other forms 
of entrepreneurial activity or employment-based home-working. The typology outlined 
above provides four related but distinct quadrants; each will be discussed in turn.  
High human capital within the home  
The first quadrant refers to businesses operated within the home and that have high 
human capital requirements. The businesses are mainly knowledge-led, non-manual 
and service orientated. As per consideration of ‘discretion’, these types of businesses 
are associated with control and decision-making.  
High human capital from the home 
This quadrant refers to businesses that have high human capital requirements but 
where work is conducted from or outside the home, using the home address as the 
business address for convenience and tax purposes.  
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Low human capital within the home 
This quadrant refers to business conducted inside the home with low human capital 
requirements. These are often associated with "low value added services" (Baines and 
Gelder, 2003, p. 225) that offer poor returns (Thompson et al., 2009). Previous 
research has found that those opting for the kinds of businesses included in this 
category may do so due to low barriers to entry related to financial, human and social 
capital (Thompson et al., 2009; Mason et al., 2011; Loscocco and Smith-Hunter, 2004). 
In addition, these businesses operate in highly competitive markets and have low 
discretion as they have "little power to determine payment and deadlines, and are 
often reliant on a small number of clients" (Thompson et al., 2009, p. 228).  
Low human capital from the home 
This quadrant refers to businesses that operate from or outside the home and have 
lower levels of human capital requirements. This form of HBB is often reported as the 
largest segment of HBB as it is common for those in the trades/construction industry 
to have their business listed at the home address, but undertake a significant 
proportion of their work outside the home, in the homes and businesses of others (see 
Walker, 2003; Ruiz and Walling, 2005; Newbery and Bosworth, 2010; Mason et al., 
2011). This is different to others primarily on the basis that the majority of the 
business owner’s time is not spent in the 'conflict zone' of home.  
The typology proposes four distinct, yet related, quadrants that broadly categorise 
businesses which have, to date, been classified elsewhere as home-based businesses. 
This study diverges from others in that HBB is considered exclusively as business that 
takes place within the home. Thus for this study a HBB is represented only in the 
quadrants high human capital requirement within the home and low human capital 
requirement within the home.  
2.2.4 Summary  
As noted, entrepreneurship tends to be associated with economic measures such as 
growth, value creation, employment figures, and innovation as per the academic 
literature. Entities which are perceived as low value have largely been excluded from 
studies of entrepreneurship and much of the research within the field (Anderson and 
  27 
Ullah, 2014). HBBs are predominantly clustered in the micro business category and are 
associated with low-growth orientation and low economic contribution. Additionally, 
the common view of HBBs as gendered and operating within a homogenous industry 
sector driven by technology seem to be assumed rather than evidenced suggesting a 
lack of robust knowledge.  
In line with much of the research on HBB business characteristics, Carter et al. (2004) 
claim that the reasons behind starting a HBB are deliberate business decisions (e.g. 
cost reduction, business type and convenience) (also Walker and Webster, 2004; 
Jennings and McDougald, 2007). Newbery and Bosworth (2010, p. 186) however, note 
that “it is the experiences and motivations of each individual that are seen to be 
defining features of their businesses" (also Berke, 2003; Raymond et al., 2013). In 
addition, HBBs are assumed to operate very often on a ‘lifestyle’ basis which infers a 
lack of economic contribution defined as growth in profits and employees. However, 
the extent to which ‘entrepreneurship’ thus defined is found amongst HBBs is 
unknown. Despite these uncertainties, the HBB concept has been framed within the 
entrepreneurship literature. In order to consider the position of HBB within the 
entrepreneurship paradigm, it is to consideration of this factor that discussion now 
turns. 
2.3  Entrepreneurship 
There are a plethora of different approaches to classifying entrepreneurship and as a 
consequence it remains elusive and hard to define. Subsequently, there are many 
labels which are given to 'entrepreneurial' activity. For example, self-employment is a 
well-established proxy measure for entrepreneurship (Katz, 1990; Thurik et al., 2008; 
Verheul et al., 2012) as self-employment involves value creation and therefore is an 
embodiment of entrepreneurial activity (Praag and Ophem, 1995). Similarly, small 
business ownership and SMEs are often investigated when considering 
'entrepreneurship' (e.g. Carland et al., 1984; Cunningham and Lischeron, 1991; Bruyat 
and Julien, 2001; Grant and Perren, 2002). As a result, the term entrepreneurship can 
apply to several different concepts. However, central to entrepreneurship is its 
historical base in economic literature (Bruyat and Julien, 2001; Landstrom et al., 2012). 
Consequently criteria such as wealth creation, job creation, innovation and growth 
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have become central to the idea of entrepreneurial activity, however defined (Carland 
et al., 1984; Kao, 1993; Steyaert and Katz, 2004). Thus in business “the economic 
motive is taken for granted” (Wiklund and Shepherd, 2003, p. 1991). Moreover, 
according to Mueller et al. (2008, p. 59), businesses that do not contribute to overall 
economic growth are “the wrong type of entrepreneurship”.  
In this research, an entrepreneurial venture is thus defined: 
"the principal goals of an entrepreneurial venture are profitability and growth 
and the business is characterized […] principally by innovative behaviour and 
will employ strategic management practices" (Carland et al., 1984, p. 358) 
The pursuit of growth legitimises, and provides the measure of an activity as 
entrepreneurial and vice versa (Aldrich and Martinez, 2005; Rehn et al., 2013). Growth 
within a business is often evidenced by increases in turnover, employment figures and 
contribution to GDP (OECD, 2010). Academic research has often reported a causal 
relationship between self-employment/small business creation and economic 
development, and more recently economic recovery, which has become established 
and reinforced in political agendas (Perren and Jennings, 2005; Carree and Thurik, 
2005; Tedmanson et al., 2012; Kiviluoto, 2013). This has cascaded also to public policy 
and popular media (e.g. Cowling, 2003; BIS, 2010; Hemming, 2011; The Economist, 
2012; Eikhof et al., 2013; Lord Young, 2013). Positive assumptions about the utility  of 
entrepreneurship infiltrate the wider economic and political environment and have 
begun to delineate the field "more acutely than its internal definition" (Rehn et al., 
2013, p. 3; also Ogbor, 2000; Berglund and Johansson, 2007; Tedmanson et al., 2012). 
Kiviluoto reports "an almost obsession [with] growth" (2013, p. 4) among world-wide 
popular press. Thus, the growth of wealth is a 'norm' in capitalist cultures and pursuit 
of entrepreneurial activity, defined as growth, is considered a good use of time and 
skills (Ogbor, 2000; Aldrich and Martinez, 2005). The prevalence of 'growth' as the 
virtuous indicator of entrepreneurship in Government and practitioner literature is 
common (e.g. BIS, 2010; Experian, 2010; Jaffa and Cave, 2011; Lord Young, 2013).  
In the UK context, the focus on growth is present irrespective of political party. For 
example, the Labour Party's Fulfilling the Promise of British Enterprise (Doughty, 2011) 
encourages small business to "flourish and prosper" in order to contribute to 
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"productive wealth creation" (p.1). This rhetoric is similar to the Conservatives 
business policy 'headline': "The Government believes that business is the driver of 
economic growth and innovation" (Conservatives, 2013). Moreover, the perceived 
value of business is transferred into Government policy interventions such as tax 
designations for small businesses and the self-employed; with particular focus on new 
business start-ups that are growth orientated (Allinson et al., 2013, p. vii). Thus, 
entrepreneurship has become a policy maker's tool by which to facilitate their main 
priority of job creation (Steyaert and Katz, 2004). In addition, academic and 
practitioner research is encouraged to find recommendations which can facilitate 
growth behaviours in small businesses (e.g. Cowling, 2003; Experian, 2010; BIS, 2010; 
Jaffa and Cave, 2011).  
However, while growth is commonly associated with the conception of 
entrepreneurship, growth and/or growth-related outcomes in businesses are not 
necessarily the norm for business. This is shown to be the case in the quantitative and 
qualitative findings of Kiviluoto (2013) whose research examined the growth results of 
Finish companies between 2006-08, during which time Finland was ranked sixth in the 
Global Competitiveness Report. His results show that the assumption that sales growth 
is an indicator of firm success is unproven as growth is a multi-dimensional concept 
which often depends on whose definition of success is utilised (ibid.). These findings 
reflect much recent research which questions the assumed pursuit or exhibition of 
growth by SME firms, finding that many do not conform (Levie and Lichtenstein, 2010; 
Anderson and Ullah, 2014). For example, Levie and Lichtenstein (2010) challenge the 
traditional stages theories of growth finding that the entrepreneur, the environment 
and the opportunity to create value all affect the ability of a business to grow and its 
growth pattern. Hessels et al. (2008) found that the ‘independence’ motivation was 
the most prevalent in Western countries, rather than wealth-creation, and that this is 
not necessarily associated with growth aspirations or results. Thus, what these findings 
suggest is that there is an underlying supposition that firms can be categorised as 
either lifestyle or entrepreneurial, where entrepreneurial means growth-orientated, 
with the further assumption that these are discrete categories as opposed to existing 
along a scale. Further, on this basis, according to Hessels et al. (2008), governments 
are shifting their focus from new firm formation to encouraging high-growth 
(orientated) firms as a means to achieving economic growth. This is suggestive of the 
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complexity of growth and entrepreneurship as concepts, and raises questions about 
how entrepreneurship is conceived, defined and used in practice. 
2.3.1 Challenges to the dominant conception of entrepreneurship 
According to Jones and Spicer (2005) "the defining feature of entrepreneurship 
discourse is the consistent and congenital failure to identify the entrepreneur 
positively" (p.235, also Berglund and Johansson, 2007). The problem with defining 
entrepreneurship is that it represents a multitude of different conceptions, or as Jones 
and Spicer (2005) propose, 'an empty vessel' to be filled by any number of 
characteristics. For example, 'entrepreneurship' has begun to encompass activities 
such as intrapreneurship and social entrepreneurship, which reframe the concept, 
consequently undermining the centrality of business creation and growth (Steyaert 
and Katz, 2004; Rehn et al., 2013; Williams and Nadin, 2013). Thus, it is suggested that 
entrepreneurship is not a concept in its own right, but a moving target to which people 
attach new meanings to meet their needs (Jones and Spicer, 2005).  
This is also the case in the academic community. According to Tedmanson et al. (2012) 
the main entrepreneurship journals are resistant to challenges to the 'orthodox' 
(economic-based) view of entrepreneurship (also Perren and Jennings, 2005; Rehn et 
al., 2013). Thus a critical approach is required (Steyaert and Katz, 2004; Perren and 
Jennings, 2005; Rehn et al., 2013). Several special editions of journals have emerged as 
a result of calls for research using alternative interpretations of 'entrepreneurship' 
(e.g. Critical Perspectives of Entrepreneurship Research (2012), Organization 19 (5); 
Alternative Perspectives on Entrepreneurship Research (2005), Entrepreneurship 
Theory & Practice 29 (2)). Additionally, Steyaert and Katz (2004) request diversity in 
the conceptualisation of entrepreneurship. Thus, there are calls to look beyond the 
'popular' face of entrepreneurship to: 1) different spaces (i.e. not Silicon valley, rather 
the home, or village, etc…); 2) different discourse (move beyond discussing, assuming 
or inferring that there is a (direct) relationship between entrepreneurship and 
economic success) or framing discussion in economic terms; and finally, 3) to view 
entrepreneurial behaviour as normal, rather than special or different and thereby 
associated with the 'hero' figure of Western entrepreneurialism (ibid.; also Berglund 
and Johansson, 2007).  
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Consideration of the methods used to collect data have been criticised too. Previously 
methods have been dominated by mathematical measurement of growth as a way to 
'control' concept complexity and remain objective, and these have become established 
in the field (Ogbor, 2000). O'Boyle et al. (2014) conducted a systematic analysis of 
meta-analytic studies and identified both publication bias and a dominance of 
statistical approaches, recommending that more qualitative research would counter 
this limitation. Rehn et al. (2013) and Kiviluoto (2013) have several concerns about 
growth as a variable, for instance: growth is difficult to measure in the first instance; 
the type of growth measured varies; there is difficulty in linking micro and macro 
growth; and finally growth is conceived as a multi-dimension concept by those 
operating businesses (also Carree and Thurik, 2005). In addition, a recent study by 
Clarke et al. (2014) considers that the biology-based metaphor growth and its 
corresponding reference to evolution and survival of the fittest has limited applicability 
to entrepreneurship.  
Similar to the focus on growth, conceptualisations of entrepreneurship as an agency-
driven activity dominate. As early as the 1980’s, Katz and Gartner (1988) theorised that 
entrepreneurship can be considered from two different standpoints: process (which 
considers the cognitive practices of agency) and structural (recognition of the role of 
social and environmental context); or a mixture of these two perspectives (also Aldrich 
and Martinez, 2005). Thus, structure and agency are central to how entrepreneurship 
can be understood. Within entrepreneurship research, agency has been 
overwhelmingly dominant as personality-based approaches to understanding the 
phenomenon have been privileged (Gartner, 1989; Berglund and Johansson, 2007; 
Tedmanson et al., 2012; Landstrom et al., 2012). In particular "entrepreneurship is 
rooted in the heroic myth which defines the dominant, rational, European/North 
American male model" (Ogbor, 2000, p. 609). Others maintain that structural factors 
are the facilitators of entrepreneurial activity (e.g. Baumol, 1990). Nevertheless, 
despite views which exclusively preference structure or agency, there is a growing 
acceptance that whilst entrepreneurship may be agency driven, nonetheless it is 
affected by structural forces such as sociopolitical legitimisation (Bruyat and Julien, 
2001; Aldrich and Martinez, 2005; Jones and Spicer, 2005). Thus, according to 
Landstrom et al. (2012) research is refocusing towards individual in context which 
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reflects Gartner's (1989) view that process and behaviour are evidence of 
entrepreneurship (also Elfving et al., 2009).  
In summary, despite the predominance of growth as a defining feature of 
entrepreneurship, recent research would suggest that growth is not necessarily a 
compulsory attribute of entrepreneurship. In addition, while entrepreneurship 
research has been preoccupied with individual agency, there is emerging greater 
consideration of the role of structure in shaping who and what in a business context. 
As micro firms based in the home, the centrality of the individual to the HBB should 
not be overlooked and nor should lack of growth be expected on an a priori basis. The 
outcomes of HBB are likely to be closely linked to the motivations, and motivating 
factors, of those who start them. Thus it is to the motivations of individuals to engage 
in business start-up, and in particular the choice to base a business in the home, to 
which attention is now directed. 
2.4  Motivation 
Motivation is a highly complex research area (Steel and Konig, 2006) and there are 
many theories of motivation; nevertheless, it is generally agreed that “thought 
influences action" (Weiner, 1972, p. 432). Consequently, individuals actively engage in 
the decisions they take, although they may not necessarily be able to attribute their 
actions to a specific motivation. 
 
Motivation is defined as:  
"the dynamic and directional (i.e. selective and preferential) aspect of 
behaviour. It is motivation that, in the final analysis, is responsible for the fact 
that a particular behaviour moves toward one category of objects rather than 
another" (Carsrud et al., 2009, p. 154)  
According to Naffziger et al. (1994) the purpose of research investigating business 
creation is to understand the causes of such behaviour which affects (success or 
failure) outcomes (also Bird et al., 2012). A large body of academic literature has been 
dedicated to this, and several antecedents have been linked to small business creation 
including personality, social, environmental and structural factors (Carter et al., 2003).  
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Historically, and also in some contemporary research, personality characteristics have 
been used to explain entrepreneurial pursuit (e.g. Bird, 1988; Carsrud and Brännback, 
2011; Caliendo and Kritikos, 2012). For example, Johnson (1990) conducts a meta-
review of the literature on 'need for achievement' (NAch) and its significant place in 
the study of entrepreneurship. Shaver and Scott (1991) also discuss NAch in their 
literature review along with the importance of locus of control for new venture 
creation (also Bird, 1988; Crant, 1996; Krueger, 2005; Schjoedt and Shaver, 2012). In 
addition, there are several other characteristics linked to entrepreneurial behaviour 
including: positive attitude to challenges, creativity, commitment, a 'proactive' 
personality, perseverance, risk-taking/risk propensity, tolerance for ambiguity and 
opportunity orientation, attributional style, self-efficacy and optimism (Crant, 1996; 
Kuratko et al., 1997; Shane et al., 2003; Steel and Konig, 2006; Nieß and Biemann, 
2014). Entrepreneurs are thus often perceived as 'different' or 'special' in comparison 
to non-entrepreneurs based on their personality traits and characteristics (Douglas, 
2009). According to Krueger et al. (2000), however, these kinds of approaches have 
poor predictability. 
Shaver and Scott (1991) are forceful in their dismissal of the personality trait approach 
to understanding business creation motivation. The authors consider cognitive 
processes to be more relevant because they explain how information is processed (e.g. 
‘risk-taking’ behaviour) rather than referring behaviour to static personality 
characteristics ('a risk taker') (ibid.). Additionally, Locke and Latham (2002) find that 
goal-setting is a more reliable indicator of action than personality traits and Praag and 
Ophem (1995) found that locus of control had no impact on the ability or willingness of 
individuals in their pursuit of business ownership (n=3790 white males).  
Research using a cognitive framework to investigate motivations for engaging in 
business is now also well established in the small business literature (e.g. Gatewood et 
al., 1995; Kolvereid and Isaksen, 2006; Carsrud and Brännback, 2011). Research based 
on cognitive process models has revealed differences between those who intend to 
pursue business creation and those who do not in student samples (Shepherd and 
Douglas, 1997; Krueger et al., 2000; Krueger, 2005). Thus, research exploring business 
creation behaviour has moved beyond exclusively personality, demographic or 
situational characteristics towards cognitive models underpinned by intentions and 
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motivations (e.g. Naffziger et al., 1994; Crant, 1996; Shepherd and Douglas, 1997; 
Verheul et al., 2012). Moreover, the intentions and motivations of a business owner 
have been found to affect their business behaviour and ultimately their business, its 
structure and outcomes (e.g. Feldman and Bolino, 2000; Wiklund et al., 2003; Carsrud 
et al., 2009; Jaouen and Lasch, 2013). Additionally, research has indicated that 
business outcomes act as signposts to the motivations and intentions that contributed 
to initial businesses creation (Shaver and Scott, 1991; Gatewood et al., 1995; Carter et 
al., 2003).  
Carter et al. (2003) outline five different categories of business start-up motivation 
extrapolated from their review of literature (Table 2). These can be summarised as 
intrinsic and extrinsic reward categories and include tangible and intangible outcomes 
unique to the individual (Kuratko et al., 1997; Cassar, 2007; Carsrud et al., 2009): 
Table 2. Intrinsic and extrinsic motivations 
Source: Carter et al. (2003) 
 
Wealth is often reported as the primary extrinsic motivator for engaging in 
entrepreneurial activity (e.g. Kuratko et al., 1997; Feldman and Bolino, 2000; Carter et 
al., 2003; Cassar, 2007; Carsrud and Brännback, 2011), a response which fits with the 
previous discussion linking business creation with various forms of growth. Moreover, 
making money is considered integral to business survival. In addition, several other 
extrinsic motivations are identified in literature. These include, the recognition and 
status of entrepreneurship afforded to individuals in a social context (Hessels et al., 
2008). Dhaliwal (2000) found that status and recognition are particularly important in 
certain cultural contexts (e.g. Asian women). Carter et al. (2003, p. 22) propose that 
the status of entrepreneur as an "outlier" from the norm has changed and it is now 
Intrinsic 
Motivations 
Extrinsic 
Motivations 
 innovation (personal development 
and learning  
 recognition (need for approval, 
achievement, status, influence) 
 independence (control, flexibility, 
freedom)  
 roles (role models) 
 
 financial success (high earnings, 
security)  
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perceived as a credible job/career opportunity. Furthermore, Rotemberg-Shir and 
Wennberg (2011) equate the perceived "attractiveness of an entrepreneurial career" 
(p.10) with motivations to engage. Farmer et al. (2011) find that identifying with being 
‘an entrepreneur’ has an impact on motivations to achieve that outcome. This may 
reflect the assessment of Segers et al. (2008) who discuss the impact of culture on 
individual's perceptions of pursing business creation; thus, within capitalist economies, 
business creation is considered an attractive career option. Further, recent studies find 
that social legitimisation of ‘entrepreneurship’, for example via television programmes, 
contribute to business formation intentions (Swail et al., 2014; also Liñán et al., 2013). 
Another perceived benefit and potential motivator for pursuit of self-employment is its 
difference to organisational employment implied by its specific work characteristics 
and conditions. For example, self-employment is often viewed as an escape from 
bureaucratic organisations (Cohen and Musson, 2000; Feldman and Bolino, 2000; 
Hundley, 2001). Werner et al. (2014) find that employees who seek to reduce their 
work hours and perceive a negative comparison of wages to peers, were more likely to 
form entrepreneurial intentions. Similar is found by Lee et al. (2011). Finally, Bird 
(1988) has reported that changes at the macro level such as displacement, market 
changes, government deregulation have all been reported as motivations for business 
creation activity, although Segal et al. (2005) challenge this as they report that 
empirical evidence for the impact of contextual factors on business creation 
motivations is low. Nevertheless, several contemporary studies report that contextual 
factors, such as gender, country (including cultural and historical factors), and country 
economic status are influencers on forming entrepreneurial intentions (Bagheri and 
Lope Pihie, 2014; Lin and Si, 2014; de la Cruz Sánchez-Escobedo et al., 2014, 
respectively).  
According to Walker and Brown (2004, p. 585) non-economic concerns, such as 
"personal satisfaction, pride and a flexible lifestyle" are often prioritised over financial 
returns (also Kuratko et al., 1997; Wiklund et al., 2003; Shane et al., 2003; Cassar, 
2007). Hessels et al. (2008) report that personal intrinsic motivation factors, such as 
independence, are the primary category in Western/developed economies (also 
Feldman and Bolino, 2000; Orhan and Scott, 2001; McGowan et al., 2011; Dawson and 
Henley, 2012). Research specifically exploring 'intention to pursue business creation' 
have acknowledged that lifestyle considerations, well-being and self-realisation affect 
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an individuals' intentions (Cassar, 2007; Carsrud and Brännback, 2011), with several 
other authors adding work-life balance (WLB), flexibility and job satisfaction to the list 
of intrinsic motivations (Dennis, 1996; Hill et al., 2003; Arenius and Kovalainen, 2006; 
Rotemberg-Shir, 2010).  
Of particular interest to the current study is the relationship between job and life 
satisfaction and self-employment. For example, several authors have reported that 
self-employed individuals are more satisfied with their jobs despite having to work 
longer hours and generate less (reported) income (Andersson, 2008; Benz and Frey, 
2008; McGowan et al., 2011). Furthermore, a direct causal relationship between self-
employment and satisfaction has been identified; as Blanchflower (2004) states, "self-
employment makes people happy, it is not the reverse direction of causality that it is 
happy people who decide to become self-employed" (p.22) (also Andersson, 2008; 
Álvarez and Sinde-Cantorna, 2014). Moreover, satisfaction is likely to be associated 
with the characteristics of self-employment. Hundley (2001) tested the difference 
between employed and self-employed and found similar results to Blanchflower in 
that the procedural utility of self-employment itself underpins satisfaction (also Benz 
and Frey, 2008; Schneck, 2014). This may be due to the control and autonomy that 
individuals perceive that they have over their actions and lives (Hundley, 2001; 
Blanchflower, 2004; Block and Koellinger, 2009; Álvarez and Sinde-Cantorna, 2014). 
However, the perceived satisfaction benefits of self-employment are not universal.  
Block and Koellinger’s (2009) research concluded that pre-business circumstances 
influenced satisfaction levels; for individuals who had control over decision-making, 
life satisfaction was increased, but the opposite was true for those who had 
experienced self-employment in the absence of good economic alternatives (also 
Binder and Coad, 2013). Benz and Frey (2008) also argue that self-employment is 
significant for job satisfaction but potentially at the expense of life satisfaction.  
Work-life balance has also been identified in the small firms’ literature as a motivator 
for business. For example, in Jennings and McDougald's (2007) research, WLB was a 
primary motivator for nascent self-employed as it facilitated integration of business 
creation with family considerations (also Bird, 1988; Hughes, 2003; Wynarczyk and 
Graham, 2013). However, recognising that an opportunity exists to improve well-being 
through self-employment does not mean that an individual will have an intention to 
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enter self-employment for well-being reasons (Rotemberg-Shir, 2010). Parasuraman 
and Simmers (2001) find that despite increased levels of job satisfaction, self-
employment is correlated with higher levels of work-family conflict, resulting in a 
‘trade off’ between job and family satisfaction. This issue has been of particular 
pertinence in the HBB debate and will be discussed in greater detail in section 2.4.2.  
2.4.1 Motivations and outcomes  
In addition to research seeking to understand why individuals pursue business 
creation, research exploring business creators, using a variety of motivation models, 
has established a relationship between motivations and subsequent business 
outcomes (e.g. Naffziger et al., 1994; Kuratko et al., 1997; Wiklund et al., 2003; 
Manolova et al., 2012). As Krueger and Carsrud (1993) comment "initial choices by 
business founders have significant repercussions that persist long after firm 
emergence" (p.318). The results of the research can be categorised as focussing on 1) 
the means-end relationship (motivation for starting the business is a means to achieve 
a particular end (e.g. independence), or 2) growth.  
In terms of means-end, Naffziger et al. (1994) for example, found that the outcomes 
sought were something the individual believed could be achieved through starting a 
business, which, according to Segal et al. (2005), subsequently affects intentions to 
pursue such activity (also Kuratko et al., 1997; Feldman and Bolino, 2000). To this end, 
Hessels et al. (2008) analysed Global Entrepreneurship Monitor (GEM) data for 36 
countries exploring the relationship between motivations and business outcomes. One 
result from the study are what Hessels et al. (2008) categorise as three mutually 
exclusive, motivation derived, business types (Table 3):  
 
 
 
 
 
Table 3. Motivations and proposed business type  
Source: adapted from Hessels et al. (2008) 
Motivation Business type 
Autonomy Lifestyle 
Wealth Growth-orientated  
Necessity Driven (due to reliance on 
business) 
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As noted earlier in the SME literature on entrepreneurship, a significant proportion of 
the research has concentrated on (growth) motivations and their potential correlation 
with business growth outcomes. For example, in Wiklund et al.'s (2003) research 
investigating business owner expectations of the consequences of business growth, 
business growth decisions were affected across their whole sample (n=1248) (also 
Cowling, 2003). The relationship between expectations, and thus motivations, for 
growth is mirrored in research conducted by Delmar and Wiklund (2008), who 
explored small business managers' growth motivations, and concluded that "growth 
motivation is a relevant predictor of growth" (p.450)(also Mochrie et al., 2006). 
Similarly, Manolova et al. (2012) find growth intentions were significant predictors in 
their nascent entrepreneur sample, with gender affecting the strength of the 
relationship. Cassar (2007) explored nascent business creators’ career reasons finding 
a positive relationship between financial motivations and growth; and Hessels et al. 
(2008) used national level GEM data to conclude that wealth motivations were related 
to the number of jobs created by a business.  
However, not all motivational aspirations are realised. McGowan et al. (2011) 
observed in their study of WLB among female business owners, that new ventures are 
often started with unrealistic expectations about potential outcomes (also Kirkwood 
and Tootell, 2008).  Thus despite the perceived benefits associated with engagement 
in business activities such as independence, there may also be (unintended) negative 
outcomes. For example, Block and Koellinger (2009) and Hundley (2001) find that the 
self-employed work effort is greater than perceived benefits, especially financial 
compensation. Similarly, Feldman and Bolino (2000) find that isolation and time 
management and human resource management challenges are associated with self-
employment, and Andersson (2008) found that the self-employed, whilst declaring 
good life satisfaction, experienced worse mental health than non-self-employed. In 
addition, there are several general pressures associated with being self-employed such 
as stress, exhaustion, working long hours and placing work before leisure (Hundley, 
2001; Blanchflower, 2004). The long hours involved in self-employment, versus the 
preferred number of working hours, can contribute to work-life conflict (Bunk et al., 
2012). Some authors suggest however, that self-employment attracts individuals who 
are more able to balance the positives and negatives of the experience (Hundley, 2001; 
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Andersson, 2008; Patzelt and Shepherd, 2011). Nonetheless, it is hard to know the 
value that an individual may attribute to a particular outcome as the probability of, 
and aspiration for, achieving a particular outcome is changeable (Shaver and Scott, 
1991), and personal and social contexts affect perceptions of outcomes (Elfving et al., 
2009).  
Ultimately, pre-business motivations, decisions and circumstances seem to affect 
engagement in business creation and subsequent performance. Capturing attitudes, 
preferences, choices and motivations for business creation is thus integral to 
understanding the origins of the start-up decision and its effects on the business and 
its owner (Taylor, 1996; Dennis, 1996; McGowan et al., 2011). As Kuratko et al. (1997) 
state "understanding entrepreneurial motivation is critical to understanding the 
complete entrepreneurial process" (p.24). Attention now turns to literature 
considering motivations for the creation of a HBB.  
2.4.2 Why home-based business? 
Research that considers business creation motivations specific to the home is limited 
(Walker, 2003). For example, academic investigation of HBB owner motivations, whilst 
incorporated in several studies (e.g. Jurik, 1998; Mason et al., 2011; Vorley and 
Rodgers, 2012), does not unpick the importance (or not) of location and other 
antecedent factors. Similar is found in practitioner papers (see Dwelly et al., 2005; 
British Telecommunications, 2008; Enterprise Nation, 2009, 2014). This may be 
because when considering motivations, the HBB has been likened to self-employment 
and small business, with Thompson et al. (2009) reporting for their all-female sample 
that motivations are similar irrespective of business location. Further as previously 
discussed, outcomes are often interpreted to be indicators of motivations (Carter et 
al., 2003), such that in the case of HBBs small or no growth is therefore interpreted as 
reflecting a ‘lifestyle’ motivation.  
As previously noted, self-employment or small business motivations include desire for 
control, flexibility, autonomy and independence. These person-based motivations are 
also relevant to HBBs. In addition, there are several social reasons proposed for why 
individuals may create a HBB, for instance the push of structural workplace-related 
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change (Jurik, 1998; Ammons and Markham, 2004; Ekinsmyth, 2011); developments in 
technology that facilitate remote working (Mason et al., 2011); and the pull of caring 
responsibilities (Wynarczyk and Graham, 2013). Most notably Baines and Gelder 
(2003) propose that the HBB is a solution to workplace cultures which are not work-life 
friendly (also Ammons and Markham, 2004), with Hundley (2001) suggesting that the 
quest for autonomy through self-employment may also be an alternative response to 
managing WLB. In reviewing the HBB literature, two dominant motivation themes 
emerge: first, the 'business case' and second, the 'personal case', specifically the 
search for WLB.  
 
Business 
In the existing literature, two 'business case' motivators for HBB are reported: costs 
and business type. First, basing a business at home reduces overhead and start-up 
costs due to the dual use of one location and was found to be primary motivation in 
several international studies (e.g. Loscocco and Smith-Hunter, 2004; Wilson et al., 
2004; Walker and Brown, 2004; Newbery and Bosworth, 2010; Mason et al., 2011). 
Further, in tandem with reducing costs is a reduction in (perceived) risk by creating a 
business in the home, either in terms of business (e.g. financial commitments) or 
personal factors (e.g. loss of reputation) (Daniel et al., 2014). Second, in several studies 
the type of business was found to be a key motivator for locating within the home as 
many HBBs do not require an additional work space, which may explain the perceived 
prevalence of technology-led businesses (53.9 percent of sample,  Enterprise Nation, 
2009; Rowe et al., 1999; Dwelly et al., 2005; Ekinsmyth, 2011).  
 
Personal 
HBB is associated in much of the literature with freedom: it facilitates flexibility, 
control, quality of life and other personal internal reasons such as being "one’s own 
boss, seeking personal challenge, personal development and recognition" (Walker, 
2003, p. 42; also Loscocco and Smith-Hunter, 2004; Dwelly et al., 2005; Hessels et al., 
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2008; Mason et al., 2011). These assumptions about HBBs have led academic research 
to focus primarily on this 'WLB' motivation. 
In their extensive review of WLB definitions, Kalliath and Brough (2008) define WLB as: 
"individual perceptions that work and non-work activities are compatible and 
promote growth in accordance with an individual's current life priorities" 
(p.326)  
Many of the papers investigating HBB have taken a gender-led research approach, 
predominantly questioning the contribution of HBB to WLB for women (e.g. Baines and 
Gelder, 2003; Berke, 2003; Loscocco and Smith-Hunter, 2004; Walker et al., 2008; 
Thompson et al., 2009; Ekinsmyth, 2011). In this context, WLB most often refers to the 
ability of an individual (typically female) to manage their 'dual role' of work and home 
responsibilities (e.g. Edwards and Field-Hendrey, 1996; Felstead et al., 2002; Bell and 
La Valle, 2003). While gender-informed studies dominate, consideration of the role 
that HBB may play in WLB is not limited to papers that explore female business. For 
example, Newbery and Bosworth (2010) whose research considers the rural dimension 
of HBBs, state "for each business owner, family and lifestyle concerns were important 
reasons for basing their businesses at home" (p.193). Additionally, Australian findings 
suggest that dependents affect business motivations for both genders (Walker et al., 
2008).  In fact, of the papers that explicitly and implicitly report motivations findings, 
all but one mention WLB (i.e. Berke, 2003).  
Studies of WLB in HBBs provide conflicting results however. For example, while the 
women who led HBBs in Loscocco and Smith-Hunter's (2004) study considered WLB of 
greater importance than those operating non-HBBs, findings did not show that 
perceived WLB was higher in the HBB group versus the non-HBB group. Other research 
has questioned the level of importance of WLB to HBBs; in Walker's (2003) initial 
research in this field, she found that personal internal motivations were more 
significant that seeking WLB, and Mason et al. (2011) report similar. In Walker's most 
recent research however (see Walker et al., 2008), which specifically focuses on 
women and WLB, they found that WLB motivations for business start-up had slipped to 
fourth place, with financial reward now the primary motivator. Finally with regards to 
the impact of motivations to achieve WLB, again contrasting results are reported. 
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Loscocco and Smith-Hunter (2004) report that HBB does contribute to WLB because 
business owners are able to manage their work hours, although the consequence of 
this can be lower economic returns. In contrast, Walker et al. (2008) report that the 
economic consequences of a HBB (i.e. lower turnover in comparison to their stated 
primary motivation of financial reward) may undermine WLB objectives for many 
female HBB owners.  
 
Push or pull? 
While both business and personal factors are treated as discrete contributors to HBB, 
the extent to which each is easily categorised as push or pull is problematic. Gilad and 
Levine (1986) describe ‘push’ motivations arising as a result of “negative situational 
factors [which…] activate latent entrepreneurial talent” (p.46). In contrast, ‘pull’ 
motivations arise due to the individual being alert to “potentially profitable business 
opportunities” (ibid. p.46). However, studies have questioned the labelling of business 
creation motivators as following an either/or dichotomy (e.g. Hughes, 2003; Williams, 
2008; Dawson and Henley, 2012). For example Dawson and Henley’s (2012) study of 
motivations and their classification found that in a large UK sample a significant 
proportion reported conflicting motivations, i.e. a push and a pull. Further, the study 
identifies that what may initially appear to represent a pull motivation, for example 
flexible working arrangements to manage family commitments, may actually represent 
a push motivation. Moreover, these drivers are not only agency-based. For example, 
Jones et al. (2012) outlines several factors (e.g. changing workplace requirements), 
which may contribute to creating a ‘push’ context in which individuals pursue self-
employment. Further, Williams’ (2009) study of informal entrepreneurship finds that 
context is central to understanding why a business is created and thus a push/pull 
dichotomy is too simplistic an explanation.  
This may also be true of the business/personal categorisation of HBB motivations, for 
example WLB is often positioned as a pull motivation but may be indicative of a push 
motivation. Further, Vorley and Rodgers (2012) find evidence of both push and pull 
factors motivating the decision to create a HBB (also Daniel et al., 2014; Enterprise 
Nation, 2014). Thus, consideration of why a HBB is created is complex.  
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2.4.3 Summary 
The motivations that cause business creation behaviour are of continued interest to 
researchers in the small business field. Approaches to gathering such data have 
developed from collecting personality-trait information to understanding intentions 
and motivations as predictors of behaviour. In the case of the HBB, research 
concentrating on start-up motivations has been limited in number and the findings 
reported mixed. This may be due to the peripheral nature of motivations to some 
research studies; assumptions regarding motivations clouding investigations; or due to 
the research approaches taken. Thus, the motivations for starting and operating a HBB 
remain relatively unknown; a gap in knowledge this research seeks to address.  
2.5 Success: business and personal outcomes  
According to van Praag (2003, p. 2) "Success […] has no unique definition or measure". 
Despite this several classification attempts have been made (e.g. Carroll, 1993; Headd, 
2003; Rogoff et al., 2004; Simpson et al., 2012). Most often, in measuring business 
success, priority has been ascribed to 'objective' measures of business performance. 
Consequently, success has been measured using: 
 financial accountancy based terms (e.g. Marlow and Strange, 1994; 
Parasuraman et al., 1996; Schutjens and Wever, 2000);  
 business survival rates (e.g. Buttner and Moore, 1997; Haber and Reichel, 
2005; Millan et al., 2012);  
 business duration (van Praag, 2003; Stefanovic et al., 2010);  
 firm size and growth (e.g. Carroll, 1993; Headd, 2003; Simón-Moya et al., 
2012).  
However, there are several weaknesses in these approaches to measuring success. 
Economic 'success' criteria have often been collated from studies of large organisations 
rather than micro businesses, HBBs or the self-employed, and therefore, may lack 
relevance for these smaller organisations (Walker et al., 1999; Loscocco and Bird, 
2012). Furthermore, there are issues surrounding who defines success. For example, 
Watson et al. (1998) argue that defining success is entirely limited by those making the 
decision and by the data used. Further, Gimeno et al. (1997) point out that 
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performance and firm survival are not synonymous. Business owners may have several 
objectives which they want to achieve through their businesses, with financial results 
only one (ibid.) Watson (2010) concedes that small business owners in particular 
derive more than just financial utility from their businesses. Therefore, alternative 
approaches to 'measuring' business performance may be more suitable and indeed, 
‘success’ research is beginning to acknowledge the uniqueness of individuals and 
businesses and the consequences of these inherent differences for describing and 
attributing business success (e.g. Fisher et al., 2014).  
In addition to considering how to measure success, research has also sought to 
understand factors that cause business success. In particular three categories – macro-
economic factors, the firm, and the business owner – have been explored (Schutjens 
and Wever, 2000; Simón-Moya et al., 2012). When considering business success in 
terms of the owner and their characteristics in particular, psychological traits, 
personality traits (e.g. independence and creativity), behaviour, and aspirations have 
been identified as causal factors (Hofer and Sandberg, 1987; Kalleberg and Leicht, 
1991; Watson et al., 1998; Stefanovic et al., 2010; Simón-Moya et al., 2012). 
Specifically, motivations have been central to research exploring success (Birley and 
Westhead, 1994; Watson et al., 1998; Walker et al., 1999; Alstete, 2008). Robichaud et 
al. (2001, p. 2) state that "motivation [is] one of the key elements in the success of 
small businesses" and according to Watson et al (1998) start-up motivations have 
implications for the eventual success or failure of a business. Thus, motivation has 
been integral to several theoretical models of entrepreneurial performance (e.g. Cragg 
and King, 1988; Keats and Bracker, 1988; Kuratko et al., 1997).  
Within the business success literature, and especially for SMEs, the most significant 
amount of attention has focused on 'push' or 'pull' motivations and their apparent 
effect on business 'success' (Marlow and Strange, 1994). Intrinsic and extrinsic 
motivations have also been linked to success.  For example, in a study of 315 Canadian 
entrepreneurs, intrinsic motivations were linked to lower levels of performance than 
those stating extrinsic motivators (Robichaud et al. 2001). Conversely, Headd's (2003) 
study, which used US Census data, found that intrinsic motivations such as WLB were 
positively linked to business survival (also Gimeno et al, 1997). However, research has 
shown that motivations change over time, or cannot be sustained over time (Gielnik et 
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al., 2013). For example, Walker et al. (1999) found in their study of micro-businesses 
that start-up motivations were focused on financial stability for the business 
subsequently changing to personal success measures once the business was 
‘established’. 
In light of the apparent importance of motivations, Marlow and Strange (1994) 
propose that “the success or failure of a venture should be assessed, at least initially, 
in terms of the founder's own motives for setting it up" (p.180). For example, Alstete 
(2008) found in his longitudinal study of 149 American business owners that personal 
motivations (independence and freedom) were prioritised as measures of success over 
financial rewards. Thus, recognition of the uniqueness of individuals and businesses is 
required as success is framed by the individual in context (Robichaud et al., 2001; 
Alstete, 2008). Buttner and Moore's (1997) research, for example, found that 
individuals with differing motivations also had different measures of success (financial 
rewards versus WLB) which complicates how success can be objectively measured, 
suggesting that ‘subjective’ measures may be more appropriate.  
As noted, there are differences in different definitions of success although these are 
often associated with owner objectives. Therefore, while financial value outcomes and 
employment rates might define success for support agencies and government, for 
owners these might include professional growth, development and self-fulfilment 
(Naffziger et al., 1994; Buttner and Moore, 1997; Headd, 2003; Simpson et al., 2012). 
Moreover, subjective measures may be more useful as they are flexible and can 
accommodate several performance measures (Haber and Reichel, 2005) such as 
"satisficing behaviour" (a trade-off between financial and non-financial personal goals) 
(Gimeno et al., 1997, p. 123; Loscocco and Bird, 2012).  
Thus, perceptions of success differ because individuals and firms differ (Schutjens and 
Wever, 2000). Both are subject to diverse and idiosyncratic internal and external 
pressures, which contribute to the complexity of understanding success. With this in 
mind, more flexible and subjective definitions of success and its measures are required 
(Greenbank, 2001; Simpson et al., 2012). Moreover, with many performance indicators 
contributing to overall success, it may be necessary to use multiple measures to assess 
organisational performance (Soriano and Castrogiovanni, 2012; Haber and Reichel, 
2005, respectively). In this context, the present study will follow Simpson et al. (2012) 
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to describe success as "the sustained satisfaction of principal stakeholder aspirations" 
(p.273).  
2.5.1 Outcomes for home-based businesses  
As discussed, businesses are subject to attempts to measure their outcomes in order 
to understand what contributes to their 'success' or 'failure'.  Traditionally, this has 
taken the form of measuring 'growth' indicators such as the turnover of the business 
or its job creation statistics, and thus the contribution to economic growth. For 
example, Stanger’s (2000b) Australian study of HBBs finds that they result in 
“significant income for owners” (p.19). Nevertheless, Dwelly et al. (2005) question the 
usefulness of traditional success measures in the case of HBB given the limited formal 
evidence regarding their number, and this study would argue that clear definitions are 
also critical.  
Researchers exploring the HBB have used a variety of alternative approaches to 
'measure success' in HBBs. For example, Soldressen et al. (1998) consider HBB income 
in terms of its proportional contribution to household income as a whole (also Walker, 
2003). Soldressen et al.'s (1998) respondents also discuss their measures of success 
which include enjoyment of what one is doing, recognition of what they are doing and 
growth through outsourcing, rather than considering success in terms of financial 
performance (also Dwelly et al., 2005; Enterprise Nation, 2009).  
The outcomes achieved by HBB owners also tend to be of a personal nature. For 
instance, as noted, several studies have found that HBBs report greater life satisfaction 
than other small business owners, and despite lower financial returns, they also 
experienced more financial satisfaction (Mason et al., 2011; Greenbank, 2001). The 
outcomes of engaging in HBB also include reduced work-life conflict in Ammons and 
Markham (2004); improved flexibility (Greenbank, 2001; Greenhaus and Powell, 2006); 
facilitation of the dual role (Ekinsmyth, 2011); and development of local social capital 
(Dwelly et al., 2005; Enterprise Nation, 2009).  
Despite these, there are also business issues to consider.  Several academic papers find 
that HBBs had lower incomes levels and there may be a number of reasons for this. 
First, the HBB sector is reported as heavily dominated by service businesses (Edwards 
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and Field-Hendrey, 1996; Wilson et al., 2004; Mason et al., 2011) which can be divided 
into specialist and non-specialist activities (Bryant, 2000). Bryant (2000) identifies that 
in the HBB sector, non-specialist activities experience high competition and thus are 
"at the clients' mercy" (p.26) with requirements to be competitive on price (also Jurik, 
1998). In addition, Loscocco and Smith-Hunter (2004) found in their study of female 
HBB owners that goods and services were clustered in in low value outputs (i.e. 
pottery, candles, cookie gift baskets) which subsequently affect the income potential 
and generation of the business. Second, Edwards and Field-Hendrey (1996) report that 
the number, and nonstandard nature, of the hours worked by HBBs had consequences 
for their average hourly wage such that they were lower than those of onsite workers 
even when other factors (i.e. class of worker, rural/urban) were controlled. Third, 
authors have found HBB initial capitalisation is low and is predominantly based on 
personal means rather than external sources of start-up funding (Soldressen et al., 
1998; Phillips, 2002; Wilson et al., 2004; Enterprise Nation, 2009). Phillips' (2002) 
paper indicates that the more capital intensive the industry sector, the more likely a 
business is to succeed (i.e. endure). Fourth, a correlation between the number of 
hours worked and business results in a HBB (i.e. turnover, profit and growth) has been 
reported (e.g. Loscocco and Smith-Hunter, 2004; Mason et al., 2011). The implication is 
that HBBs prioritise life outcomes such as flexibility and lifestyle at the expense of 
business outcomes (e.g. Edwards and Field-Hendrey, 1996; Loscocco and Smith-
Hunter, 2004; Walker et al., 2008; Thompson et al., 2009; Mason, 2010; Ekinsmyth, 
2011). However, Ammons and Markham (2004), and more recently Bourne and 
Forman (2013), find that HBB owner concerns about maintaining their businesses 
pushed them to work long hours despite engaging in HBB in the first instance to 
facilitate flexibility (also Jurik, 1998; Mustafa and Gold, 2013). Fifth, at organisation-
level, HBBs are thought of as unprofessional, informal and small and this image affects 
the business standing of the HBB (Jurik, 1998; Cohen and Musson, 2000; Walker, 2003; 
Newbery and Bosworth, 2010; Mason et al., 2011). For example, Ammons and 
Markham (2004)  report that external perceptions of a HBB (e.g. by friends and family) 
included that owners were 'available' when they were at home. This may also link to 
issues around the credibility of operating a HBB (Walker, 2003). Dwelly et al. (2005) 
also pick up on this point finding that business support agencies may assume that HBBs 
are "not serious" (p.7) and do not tailor support for them. Bryant (2000) identifies that 
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HBB clients may expect a 'discount' due to the lower overheads assumed of operating 
a HBB (also Walker, 2003). Additionally, since the home location may restrict business 
growth from a logistical and capacity perspective, business survival can be 
compromised also (Thompson et al., 2009). Finally, at the person-level, the social 
isolation experienced by HBBs, and the conflict between family and business occupying 
the same space and vying for time have been noted (Soldressen et al., 1998; Baines, 
2002; Berke, 2003; Redman et al., 2009; McGowan et al., 2011; Mustafa and Gold, 
2013). Thus, there are various business and personal constraints on the success 
(however defined) of HBBs.  
2.5.3 Summary  
Business 'success' has predominantly been linked to business performance in terms of 
financial outcomes. Motivations, particularly for growth, have been found to be 
contributing factors to achieving such business outcomes (e.g. Manolova et al., 2012; 
Birley and Westhead, 1994). However, the dominance of financial measures of success 
are being challenged (e.g. Rogoff et al., 2004; Levie and Lichtenstein, 2010; Fisher et 
al., 2014). In the context of HBBs specifically, authors argue that financial measures of 
success are particularly limiting (e.g. Dwelly et al., 2005). Furthermore, it may be that 
the economic and growth imperative underpins the dichotomous view of HBBs as 
'business with limited economic value', yet offering 'personal value'. Nevertheless, the 
oft cited beneficial outcomes attributed to HBB (e.g. WLB, freedom, independence) 
may limit the business-based potentials for success, such as sustainability and income, 
and in turn any effort exerted to achieved these, and even growth, may render WLB 
unachievable (Maxwell et al., 2007; Mustafa and Gold, 2013). Thus, as Tietze et al. 
(2009) comment, perhaps “homeworking…is far from a panacea to the ills of modern 
or flexible capitalism” (p.590). Therefore, the HBB phenomenon requires greater 
attention in order to consider the effects of it on businesses, owners and the impact of 
their initial motivations.  
2.6 Summary  
According to government rhetoric and policy, press, and supported by much academic 
literature, the purpose of engaging in business activities is understood to mean growth 
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in wealth, jobs and sales, and contribution to economic growth. Within the UK the 
majority of businesses are SMEs (99.9 percent and 99.3 percent in Scotland) (BMG 
Research, 2013b; The Scottish Government, 2012, respectively). Several UK 
government documents which investigate small business regularly demonstrate that a 
significant proportion of these businesses are either not growing or do not wish to 
grow (BMG Research, 2013b). Thus, it appears that a disconnect exists between the 
presumed importance and expectation of growth for business endeavours and the 
actual behaviour of individuals and their businesses. As such, this requires further 
investigation.   
Research which investigates business intentions and motivations has sought to 
understand why individuals engage in 'business behaviour', and has found a 
relationship between motivations and subsequent business outcomes (for example 
growth) (Delmar and Wiklund, 2008; Hessels et al., 2008; Manolova et al., 2012). 
Therefore, a framework exists in which to research business creation behaviour and 
the effect of motivations on business and individuals.   
This thesis concentrates on Scottish HBBs which, like elsewhere, represent the largest 
sector of small business in Scotland (Mason et al., 2011; Enterprise Nation, 2009). Yet 
despite this, little academic or practitioner research has focused on understanding the 
HBB. This may be due to a continued focus within entrepreneurship literature on large 
or growth-orientated businesses (Kitching and Smallbone, 2012); research that has 
focused on employees working from/at home (e.g. Hill et al., 2003; Redman et al., 
2009; Felstead et al., 2002); that many HBBs are 'invisible' due to their size (Walker, 
2003); or due to assumptions about low value. On the one hand, it is proposed that 
micro businesses such as HBBs make little economic contribution and are thus 
unworthy of attention (e.g. Allinson et al., 2013); on the other hand, they bridge two 
‘worlds’ potentially representing a “societal rather than economic phenomenon” 
which facilitates an emancipatory approach to flexible and autonomous working 
(Ekinsmyth, 2011, p. 105; also Tietze et al., 2009).  
To further complicate matters, the HBB is a complex phenomenon due to the dual 
location of home and business. This has had implications for defining and describing 
the concept. The terminology used, its legal status and the confusion regarding the 
'work at/work from' home classification, has affected the ability of researchers to 
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adequately pinpoint the concept and has consequently undermined much existing 
research. In addition, research has relied on several assumptions. First, HBBs lack 
economic 'credibility' based on turnover and employment measures, despite evidence 
to the contrary (e.g. Rowe et al., 1999; Mason et al., 2011; Mason and Reuschke, 
2015). Second, there has been a heavy focus on the 'gender' of HBB owners which has 
potentially contributed to marginalising research on this phenomenon (Walker, 2003; 
Mason, 2010). Finally, there is a perception that HBBs are motivated by personal 
issues, notably WLB.  
Thus, despite some attempts of existing research to 'map' the HBB phenomenon, little 
can be said about HBB business or owner characteristics. Moreover, the research 
landscape still lacks evidence-based information about reasons why an HBB would be 
chosen. While some papers have reported motivations for choosing a HBB, most 
research has tended not to apply theory to the assessment of motivations within this 
sector. As a result, the antecedents of motivations and the motivations to choose HBB 
remain unclear. This has consequences for understanding the individual, social and 
economic contributions of this business-operation model, and in particular, its 
emancipatory or exploitative characteristics (Tietze et al., 2009). Jurik (1998) finds that 
those opting to operate a HBB "pay a cost for saying no to conventional employment" 
(p.32) and thus this form of work may not be a means of liberation, but a change of 
location for conventional work arrangements along gender, race and resource lines.   
In conclusion, the HBB is often perceived as a personally beneficial choice related to 
aspirations for freedom, autonomy and WLB. However, once the actual business 
requirements of a HBB are unpicked a different story may emerge (see Jurik, 1998). 
Thus it becomes necessary to accurately identify the HBB phenomenon; to explore 
motivations for engaging in HBB; to consider the relationship between those 
motivations and the definition and measuring of subsequent outcomes; and finally, to 
consider whether HBBs are engaged in 'entrepreneurship'. This research will 
contribute to knowledge and understanding of the HBB in general and the utility and 
effects of HBB on economic and personal outcomes. The next chapter reviews existing 
literature on theories of motivation and outlines the second component of the 
theoretical framework which underpins this research.  
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Chapter Three: Theoretical framework  
3.1  Introduction and overview 
The aim of this chapter is to present the theoretical framework for this research. As 
noted, despite growing academic interest in business creation motivations (Dennis, 
1996; Shane et al., 2003; Block and Koellinger, 2009) limited research has considered 
this aspect of the HBB in particular. Subsequently, little is known about the 
consequences of pre-business motivations on organisational structure decisions and 
the effect on business and the individual. Since greater understanding is required 
regarding why individuals pursue HBB creation, theories of motivation and intention 
form the second component of the theoretical framework in this research. Motivations 
theory used in the study of business creation is reviewed with particular attention on 
the Theory of Planned Behaviour (TPB) (Ajzen, 1991) and Shapero and Sokol's 
'Entrepreneurial Event' theory (SEE) (Shapero and Sokol, 1982). 
3.2  Business creation motivation theory 
As noted earlier, researchers have sought explanations for engagement in business 
creation behaviour and there is much focus on cognitive process models as means of 
prediction and explanation. This is based on the premise that individuals pursue 
actions they intend to pursue (Sheeran et al., 2003) and the more they value the 
outcome of the action, the more likely they are to pursue it (Lent et al., 1994). 
Research has concluded that the decision to pursue business creation is actively made, 
doesn’t happen by accident and represents an intentional act (Littunen, 2000; Arenius 
and Kovalainen, 2006; Patzelt and Shepherd, 2011). Intentions are the direct and 
proximal antecedent of behaviour (Ajzen, 1991) and Segal et al. (2005) contend that 
intention and motivation are synonymous concepts. Thus, assessing an individual’s 
intention is a theoretically valid approach to understanding how they will subsequently 
behave, or retrospectively, what motivated them to behave in a particular way and 
why.  
Business creation intentions are defined as “the conscious state of mind that directs 
personal attention, experience and behaviour toward planned entrepreneurial 
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behaviour” (Obschonka et al., 2010, pp. 63, quoting Bird (1988)). Many recent 
attempts to predict business creation intentions and behaviours have been 
underpinned by cognitive process models that are based on attitudes and beliefs 
(Segal et al., 2005). The models used include Shapero’s Entrepreneurial Event (SEE) 
(Shapero and Sokol, 1982), the Theory of Reasoned Action (Kolvereid and Isaksen, 
2006), Vroom’s Expectancy Theory (Segal et al., 2005; Steel and Konig, 2006), 
Attribution Theory (Gatewood et al., 1995; Tang et al., 2008), and Theory of Rational 
Behaviour, favoured by economists (Taylor, 1996). However, “the dominant theoretical 
framework” in research investigating business creation (Wiklund et al., 2003, p. 248) is 
the Theory of Planned Behaviour (TPB) (Ajzen, 1991; e.g. Segal et al., 2005).  
3.2.1 The Theory of Planned Behaviour  
The TPB is a theoretical model of motivation originally developed in social psychology 
research. It links intentions and subsequent behaviour, and through several 
antecedent variables, integrates endogenous and exogenous factors, rather than 
stating they have a direct motivational impact on behaviour. The TPB has had 
consistent predictive results across several fields including health, social psychology 
(for overview see Armitage and Conner, 2001) and consumer behaviour (e.g. Sirohi et 
al., 1998; Hee Yeon and Jae-Eun, 2011). It has also been extensively applied to the 
investigation of business creation behaviour. For example, in studies examining 
nascent and established business owner motivations (e.g. Serida Nishimura and 
Morales Tristán, 2011; Kautonen et al., 2011; Miralles et al., 2012; Quan, 2012), and 
has been subject to comparison with other intentions models inspecting business 
creation (e.g. Krueger et al., 2000; Miralles et al., 2012). 
The Theory of Planned Behaviour is based on three antecedents that are proposed as 
precursors to behaviour (Ajzen, 1991) (Figure 2): 1) attitude (ATT) which describes 
favourable or unfavourable personal evaluations, 2) subjective norms (SN) which 
describes an individual’s perceived social pressure to undertake a particular behaviour 
and, 3) perceived behavioural control (PBC) which describes the degree of perceived 
control that an individual thinks they have over their behaviour. These variables 
underpin behavioural intention (BI) and ultimately behaviour (B) (Ajzen, 1991; Notani, 
1998). Behaviour antecedents provide the reasons for action (Perugini and Bagozzi, 
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2001). The underlying cognitive antecedent structures rest on other endogenous and 
exogenous factors, and thus the model encapsulates most of what would be assessed 
when trying to understand why someone has become a business owner (Kolvereid and 
Isaksen, 2006). 
 
Figure 2. The Theory of Planned Behaviour  
Source: Ajzen (1991) 
The critical feature of the TPB is that it is a theory of prediction. Therefore, the 
significance of the TPB lies in consideration of the antecedents that influence 
intentions and subsequently behaviour. Thus, by understanding the antecedents of 
intention, the theory offers researchers the chance to understand what influences 
business creation, and may indicate means to stimulate future business creation 
through manipulation of the antecedents (Krueger and Carsrud, 1993; Krueger and 
Brazeal, 1994; Krueger, 2005).  
However, despite the TPB being widely used across several different research 
disciplines, it is not without criticism. Gotleib et al. (1994) suggest that TPB offers 
incomplete explanations for how behavioural intentions are formed, a point supported 
by Notani (1998) who comments that while relationships between the TPB variables 
have been extensively tested, many findings remain inconsistent (also Ogden, 2003). 
For example, in Armitage and Connor’s  (2001) meta-analysis, TPB antecedents were 
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found to contribute only 29 per cent towards engaging in behaviour, which has led to a 
plethora of alternative and additional antecedents being proposed (e.g. human capital 
(Quan, 2012) and gender (Verheul et al., 2012)).  
Furthermore, there is some variability in the impact of the unique antecedents. Several 
studies have found that subjective norms are not statistically significant to influencing 
intentions to pursue business creation behaviour (e.g. Krueger et al., 2000; Serida 
Nishimura and Morales Tristán, 2011; Miralles et al., 2012). This may be because TPB 
antecedents can and do change over time (Lévesque et al., 2002; Gielnik et al., 2013). 
Cassar (2007) notes that individuals often change their minds about what is important 
over the course of business start-up and operation. As a result, only at a given point in 
time does the TPB have predictive theoretical value. Furthermore, according to 
Sheeran et al. (2003) cognitive control of our behaviours may be overstated. 
Therefore, while individuals may state clear intentions, they do not necessarily act on 
them (ibid.). For example, in his research, Katz (1990) found that of those who stated 
an intention to become self-employed (n=33) only six actually did so, whereas in the 
non-intending group (n=2218) almost 26 per cent went on to engage in self-
employment behaviour. Thus across the sample, 99 per cent of those who actually 
became self-employed did not state an intention to do so, and thus, intentions models 
may miss these business creators. Thus, entrepreneurial events may not actually be 
planned, based on (perceived) intentions, and may arise from chance encounters with 
external factors or opportunities, for example precipitating events (Shapero and Sokol, 
1982). Consequently, the role of habits, goals, socialisation of behaviour and past 
behaviours may by-pass the TPB framework.   
In addition to criticisms of the TPB itself, several criticisms can be made of existing 
business creation intentions research based on it. Most importantly, the predominance 
of student samples creates a lack of diversity in testing populations, and according to 
McGee et al. (2009) students “simply do not have the experience and resources to 
judge whether they can be successful entrepreneurs” (p.971). Thus, Shook et al. (2003) 
in their review of venture creation literature, report that student samples undermine 
the generalizability, reliability and validity of findings and future investigations should 
source samples of individuals actually engaged in business creation/operation 
behaviour. An additional issue is the measurement of potential career options, 
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particularly presenting engaging in business creation or employment as a strictly an 
either/or option (seen in Kolvereid, 1996; Yang, 2013). Liñán et al. (2011) in particular 
have acknowledged that this is an issue, principally as their research identified that 
their cross-cultural sample (Spain and Taiwan) did not view these options as exact 
opposites. Finally, research investigating business creation intentions has been 
dominated by quantitative methods (e.g. Krueger et al., 2000; Kautonen et al., 2011; 
Yang, 2013). 
To summarise, the Theory of Planned Behaviour has been used to investigate the 
antecedents of intention and to predict behaviour. The research based on it has 
regularly reported the theory’s internal consistency; however, it is not without several 
limitations for investigating business creation intentions and subsequent behaviour. 
For example, research has been dominated by quantitative methods, by student 
samples, has neglected contextual factors, and has been more concerned with testing 
the relationships between antecedents and intentions than exploring the antecedents 
themselves. Thus, an opportunity exists to conduct research investigating small 
business which utilises a small business specific behaviour-intentions theory; 
furthermore, a theory that accommodates alternative methodological approaches. 
Shapero’s Entrepreneurial Event theory (SEE) is a robust example of this (Shapero and 
Sokol, 1982; Krueger and Brazeal, 1994). 
3.3  Shapero's Entrepreneurial Event theory 
SEE theory (Shapero and Sokol, 1982) (Figure 3) predates TPB (Ajzen, 1991) and is 
specific to investigating and predicting engagement in business creation behaviours. 
According to Shapero and Sokol (1982) an ‘entrepreneurial event’ has five operational 
characteristics: initiative taking, consolidation of resources, management, relative 
autonomy and risk-taking.  
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Figure 3. Shapero's Entrepreneurial Event Theory (SEE)  
Source: adapted from Shapero and Sokol (1982) and Krueger and Brazeal (1994) 
According to SEE theory, an individual examines the alternatives open to them and 
selects the most 'credible' based on its desirability and feasibility. This is partnered 
with a volitional antecedent 'propensity to act', akin to locus of control (Krueger, 
2005), towards realising the most credible form of behaviour. Individuals then harbour 
latent business creation potential. This latent potential may then become 'actioned' in 
the case of a precipitating event (akin to push/pull motivations, i.e. loss of job or 
seeing an opportunity). This may result in forming a business creation intention and 
thereafter engaging in business activity. Vorley and Rodger’s (2012) research 
investigating HBB provides an empirical example of the ‘tipping points’, or precipitating 
event(s), which contributed to the formation of the business. This theory thus 
incorporates both individual and situational factors which interact to stimulate 
intentions and reflects how authors view business creation to arise (Mair and Noboa, 
2003). Shapero and Sokol (1982) are clear that their theory is dependent on the 
individual and their "individual perception and interpretation" (p.82) within context.  
Perceived desirability comprises two discrete components (Schlaegel and Koenig, 
2014). These intrapersonal and extrapersonal antecedent components are akin to the 
TPB antecedents attitude and subjective norms. Perceived feasibility is based on how 
personally capable an individual perceives themselves to be and their access to 
resources (e.g. financial, human and social capitals) (Shapero and Sokol, 1982); this is 
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similar to the concept of self-efficacy (Bandura, 2012), labelled perceived behavioural 
control in the TPB (Schlaegel and Koenig, 2014). These contributory components to the 
model will now be discussed in turn.  
Attitudes 
Attitudes are “a psychological tendency that is expressed by evaluating a particular 
entity with some degree of favour or disfavour” (Perugini and Bagozzi, 2001, p. 81, 
quoting Eagly and Chaiken, 1993). Essentially, they are unstable perceptions of how an 
object or activity appears to an individual at a particular point in time and are based on 
the beliefs, values and desirability that people have about the benefits of engaging in a 
certain behaviour (Krueger et al., 2000; Wiklund et al., 2003; Kolvereid and Isaksen, 
2006; Fayolle et al., 2014). They are often based on experience and formed through 
interactions between individuals and their environment (Littunen, 2000; Wiklund et 
al., 2003; Galloway and Kelly, 2009).  
Small business researchers (e.g. Davidsson, 1995; Rotemberg-Shir and Wennberg, 
2011) agree that attitudes are involved in an individual’s attractiveness assessment of 
business creation and associated options, and due to their proximity to decisions, they 
are likely determinants of behaviour (Shepherd and Douglas, 1997; Krueger et al., 
2000; Wiklund et al., 2003). Recent meta-analysis conducted by Schlaegel and Koenig 
(2014) finds strong support for attitude as an intention antecedent. Empirical research 
testing attitudes to self-employment have found similar results. For example, Kolvereid 
and Isaksen (2006, p. 871) found “autonomy, authority, self-realization and economic 
opportunity” most strongly associated with attitudes (not intentions) towards pursuit 
of self-employment.  Shepherd and Douglas (1997) also report strong results for 
independence and risk attitudes.  
 
Finally, desirability of a course of action is likely to be linked to its perceived maximum 
utility (Taylor, 1996) and its procedural utility (Schneck, 2014). With this in mind, and 
specific to HBB, desirability is based on the importance of the desired outcomes, for 
example extrinsic or intrinsic factors, and whether the desired outcomes could be 
achieved through the means of (HBB) self-employment-based activities (Segal et al., 
2005).  
  58 
Subjective norms 
Small business activity does not occur in isolation. Subjective norms (SN) refers to the 
social acceptability of behaviour based on what people who are important to us 
(would) think. Subjective norms are context specific and based on perceptions, cultural 
norms and reference groups, with Elfving et al. (2009) noting that situational and 
socio-cultural factors contribute to business creation events. For example, research 
exploring the strength of motivation to achieve goals has found that normative beliefs 
formed through exposure to role models increased motivation strength (Taylor, 1996; 
Krueger et al., 2000; Krueger, 2005). Further, recent research conducted by Liñán et al. 
(2013) found that social valuation (i.e. wider cultural values) and closer environment 
evaluation (i.e. social capital) were contributors to subjective norms between countries 
(UK and Spain) concluding that environment is important to the formation of 
behavioural intentions. Therefore, to appreciate the attractiveness of a course of 
action, it is necessary to consider the individual and their environment (Shaver and 
Scott, 1991; Lee et al., 2011). This is described as the “relational model of motivation” 
by Carsrud et al. (2009, p. 148).  
Subjective norms however have had the weakest predictive results in previous 
empirical research (Krueger Jr et al., 2000). Nevertheless, several pieces of 
contemporary empirical research have concentrated on investigating the impact of SN 
with findings suggesting that rather than being a ‘stand-alone’ antecedent, SN is a pre-
antecedent or mediator of attitude and perceived behavioural control (e.g. Liñán et al., 
2013; Tsai et al., 2014). Further there is evidence from research conducted in variety of 
cultural contexts, including Western and non-Western, which have found subjective 
norms to have a significant impact on forming intentions to, or engaging in, business 
creation behaviour (Wang et al., 2012; Yang, 2013; Schlaegel and Koenig, 2014).  
Self-efficacy 
Self-efficacy is defined as “one’s sense of competence: a belief that we can do 
something specific” (Elfving et al., 2009, p. 26) and includes internal factors viewed to 
be under an individual’s control. Self-efficacy is not a ‘trait’ that an individual 
demonstrates but something that can be learned and developed over time (Lent et al., 
1994; Bandura, 2012). For example, Sitzmann and Yeo (2013) report in their meta-
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analysis of self-efficacy that it is a product of past performance rather than a 
contributor to future performance. Further, it is also affected by domain and 
situational conditions, whereby there are ‘general’ and ‘specific’ forms of self-efficacy 
of which ‘specific’ helps to develop ‘general’ self-efficacy levels  (Bandura, 2012), with  
Tsai et al. (2014) finding that self-efficacy is influenced by subjective norms. 
Additionally, facilitating conditions and/or resources (i.e. financial, social or human 
capitals) are observed to have an impact on self-efficacy (Sitzmann and Yeo, 2013; 
Zolait, 2014; Elert, 2014). With regards to  business creation intentions and behaviour, 
studies have found self-efficacy to be an influential antecedent and moderator 
(Krueger and Brazeal, 1994; Schlaegel and Koenig, 2014), although contrary evidence is 
also reported (Kolvereid and Isaksen, 2006).  
Nevertheless, despite self-efficacy being consistent across strategies implemented by 
individuals (Rotemberg-Shir and Wennberg, 2011), it is context, content and individual 
specific and therefore, underpinned by personal perceptions and contextual factors 
(Stajkovic and Luthans, 1998; Locke and Latham, 2004; Elfving et al., 2009; Bandura, 
2012). Consequently, not all assumptions about an individuals’ ability to pursue an 
action can be derived from internal assessments of such abilities (e.g. Steele, 1997). 
Thus, perceived feasibility also recognises factors external to an individual over which 
they think they have control through behaviour; this is akin to perceived behavioural 
control in TPB (Kolvereid and Isaksen, 2006).  
Several previous studies have employed SEE theory. It has been used to explore 
business creation intentions and behaviours of school and university students (Krueger 
et al., 2000; Peterman and Kennedy, 2003; Guerrero et al., 2008), social enterprise 
(Mair and Noboa, 2003), ethnic minorities (Walstad and Kourilsky, 1998) and the 
influence of regional context on business creation behaviour (Feldman, 2001). SEE has 
been the subject of research seeking to test its predictive capability in comparison to 
the TPB (e.g. Krueger et al., 2000; Miralles et al., 2012). For example, Krueger et al. 
(2000) report that in the SEE model each antecedent was statistically significant and at 
a higher predictive level (r=.408) in comparison to the TPB for their student sample. In 
contrast, Miralles et al. (2012) found in their study of established business owners that 
the TPB had greater predictive value – 49 per cent compared to 45 per cent for SEE 
theory. However, their study shows that the subjective norms antecedent of TPB still 
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remains unsubstantiated as an antecedent of behaviour, and in the case of SEE, it is 
likely that the propensity to act is invalidated by the fact that the sample were already 
engaged in business. Furthermore, SEE accounts for 45 per cent of entrepreneurial 
intention which is significant in comparison to the average attributed to TPB for 
intention (39 per cent) (Armitage and Conner, 2001). In the most recent study to 
include a comparison of TPB and SEE, Schlaegel and Koenig (2014) find that the 
perceived desirability antecedent of SEE is the strongest predictor of forming a 
business creation intention. Further, it is also the mediator for other intention 
antecedents (ibid.).  Nevertheless, both desirability and feasibility have been found to 
statistically affect intentions in several empirical studies and in meta-analysis 
(Peterman and Kennedy, 2003; Guerrero et al., 2008; Schlaegel and Koenig, 2014).  
3.4 Motivation theory in the current study  
This research will use the SEE theory as set out in the paper by Krueger and Brazeal 
(1994) (Figure 3) to guide research investigating the motivations and intentions of 
individuals engaged in HBB behaviour. This is for three principal reasons: 
epistemological, methodological and pragmatic.  
First, this research does not view business creation as occurring in an agency vacuum. 
Both individual and context are considered important to the study, as business 
creation behaviour is a consequence of the interaction of the two (Shaver and Scott, 
1991; Lee et al., 2011). Motivations research has highlighted the importance of 
context, including both internal and external stimuli, time, past experience and the 
uniqueness of individuals in the choice-action process (Shaver and Scott, 1991; Shane 
et al., 2003; Locke and Latham, 2004; Hessels et al., 2008; Carsrud et al., 2009). 
Moreover, actions are task- and situation-specific; therefore, life circumstances affect 
the actions undertaken in a specific situation (Locke and Latham, 2004). Ultimately, 
Shaver and Scott (1991) conclude that "behaviour should be regarded as the 
consequence of person-situation interactions" (p.25). Thus, SEE offers the potential to 
recognise the individual in context as the theory also incorporates evaluation of how 
external events can stimulate start-up (Krueger and Brazeal, 1994). Thus intentions can 
be latent and require an external stimulus to create the behaviour. This fits with the 
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critical realist morphogenetic epistemological approach as referenced in the 
forthcoming methodology chapter.  
Second, in the case of this research, the value of an intentions-behaviour model such 
as the SEE is that it provides a framework of the process through which an individual 
may make cognitive decisions. Thus, rather than testing the model for internal 
coherence, the SEE intentions-behaviour model provides a guide which illuminates 
factors which contribute to such behaviour, i.e. the antecedents. Therefore, rather 
than use the theory in a predictive sense, by using it as a template instead, exploration 
of the antecedents that have contributed to a demonstrable form of behaviour can be 
investigated. Consequently, it becomes possible to consider the factors that have 
influenced the decision to start a HBB in particular and SEE theory provides a 
framework with which to investigate those already engaged in business. Likewise, it 
allows for qualitative investigation of antecedents and emerging information about the 
experience of starting and operating a HBB to be collected.  
Finally, SEE theory has been employed over several decades (e.g. Krueger and Brazeal, 
1994; Krueger et al., 2000; Miralles et al., 2012) and continues to be used in 
contemporary business creations research (e.g. Wurthmann, 2014). Further, in line 
with the recommendations of Shook et al. (2003) it is preferable to use a theory which 
has been tested and validated. Moreover, the most recent meta-analysis examining 
theories of entrepreneurial intent conducted by Schlaegel and Koenig (2014) found 
that SEE shows “larger effect sizes compared with the TPB determinants” (p.317). 
These three elements suggest that SEE is a robust theory upon which to conduct 
research in this study.   
3.5 Summary and research questions  
To be able to consider the reasons why an individual would start a HBB, it is necessary 
to clearly set out what is meant by a HBB. To date, defining the HBB has been 
challenging due to the plethora of different terms and approaches used in existing 
academic and practitioner research. Thus the first objective of this research is:  
Objective 1. To explore dimensions of home-based business and different types 
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As per objective 1, in an attempt to clarify the concept and improve research in this 
field, this thesis has developed and proposed a HBB typology along two axes: human 
capital and location. The typology sets out four different, yet related, quadrants: high 
human capital within the home, high human capital from the home, low human capital 
within the home, and low human capital from the home.  
Further, while research investigating the motivations for engaging in business creation 
is well established, theoretically derived consideration of the motivations for choosing 
HBB is almost non-existent. Historically, research has explored personality traits and 
situational factors as reasons why an individual might engage in business creation 
behaviour, however, the predictive qualities of these approaches has been limited 
(Krueger et al., 2000). Moving on from these approaches, researchers have turned to 
cognitive process models which map the antecedents of intentions, which 
subsequently lead to behaviours. Research based on these intention-behaviour models 
has been extensively applied to investigate business creation behaviour with 
consistent predictive results, the most widely used being Ajzen's Theory of Planned 
Behaviour (1991). However, TPB is not without its limitations. In this research which 
seeks to understand the antecedents of why an individual has engaged in HBB, rather 
than predict it, it is more relevant to use a theory specifically designed to investigate 
business creation intentions. Thus, this research will apply Shapero's Entrepreneurial 
Event (SEE) intentions-behaviour theory (Shapero and Sokol, 1982). This outlines the 
antecedents of forming intentions – perceived desirability, perceived feasibility and 
'propensity to act'. It also allows for consideration of precipitating events that might 
include external or contextual factors. SEE has been used in research investigating 
business creation behaviour and intentions, but has not been applied in the context of 
HBB. SEE theory will be used to address the second objective of this research:   
Objective 2. To investigate intention antecedents and motivations for home-
based business in the context of theories of entrepreneurial intent 
Previous research has identified a relationship between initial pre-business start-up 
motivations and subsequent business outcomes (e.g. Manolova et al., 2012; Wiklund 
et al., 2003). In the case of HBBs, the suggestion is that while they may not have 
entrepreneurial outcomes, such as growth in profits and employee numbers, they may 
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have other more personal outcomes such as WLB. Thus, the third objective of this 
research is:  
Objective 3. To examine the personal and business outcomes of home-based 
business  
Finally, although research has been limited, HBBs have been in the main discussed 
within the entrepreneurship paradigm. However, the inference is that HBBs do not 
conform to entrepreneurship definitions of innovation and growth. Thus, the fourth 
objective of this research is:  
Objective 4. To investigate if entrepreneurship defined as growth-orientation is 
observable in home-based businesses   
To address the broad objectives of this study, the key research questions that emerge 
are:  
RQ. 1. What are the key dimensions of a home-based business?  
RQ. 2. Why do individuals engage in home-based business?  
RQ. 3. What are the business and personal outcomes of engaging in home-based 
business?  
RQ. 4. Is entrepreneurship (defined as growth-orientated) evidenced in home-
based business?  
Through empirical investigation, driven by these research questions, this thesis aims to 
contribute to knowledge regarding an under research business phenomenon in several 
ways. First, to propose and test the proposed HBB typology which will delineate the 
field, inform future research, and assist with clearer recognition of the HBB 
phenomenon. Second, by investigating the motivations of HBB owners, this research 
will test the validity of SEE theory in the context of HBBs; it will contribute to the 
existing knowledge regarding motivations for engaging in business creation, and in 
particular the creation of HBBs; and it will assess the link between motivations and 
outcomes. Finally, consideration of the HBB as 'entrepreneurship' may have 
implications for its place in academic research, government policy and social rhetoric.  
The next section summarises the philosophical position of this research, the 
methodology and the methods selected. 
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Chapter 4: Methodology  
4.1. Introduction and overview  
 
The purpose of science is to "describe and explain the way the world is" (Rosenberg, 
1988, p. 2). It has traditionally sought to establish causal relationships or 'laws', which 
explain and predict our world. However, key considerations for the (social) scientist are 
‘is there a reality?’ and ‘how we can know?’, questions of ontology and epistemology 
respectively. Jennings et al. (2005) state:  
"either explicitly or implicitly, researchers base their work on a series 
of philosophical assumptions regarding ontology, epistemology, and 
human nature, which have methodological consequences" (p.145) 
Thus it is necessary to clearly outline the position that this research will take.  
This research is underpinned by Critical Realist philosophy. A qualitative research 
approach is employed in order to explore the meaning and perceptions that individuals 
hold about their motivations for, and subsequent outcomes of, engaging in HBB 
activity. Further, the research strives to understand these at the intersection of 
structure and agency and as such references Archer’s (1995) morphogenetic approach.  
The purpose of this chapter is to describe the methodology used in this research. First 
the underlying philosophical position of this research – Critical Realism – is explained. 
Thereafter, the approach to this research is outlined, followed by discussion of the 
research methods employed. This chapter concludes with a thorough exploration of 
the sample in this study with particular reference to the typology proposed in Section 
2.2.3.  
4.2. Philosophical position: Critical Realism  
 
Critical realism (CR) resolves the pole positions of positivism and constructivism by 
“seeing society relationally and as emergent” (Archer et al., 1998, p. Xiii; also Baert, 
1996). According to Fleetwood (2004) CR avoids the absolutes of positivism and the 
alternative extreme, social constructionism. Ackroyd and Fleetwood (2000) distinguish 
CR from positivism on the basis that law-like causality, or mere regularities, particularly 
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in the social world, are unlikely to occur. Consequently, a positivist approach in social 
science is largely rejected because people and social entities are fundamentally 
different to the close-system-based phenomena characteristic of natural science 
(Bryman, 2001). Danermark et al. (2002, p. 21) explain, "the deep dimension where 
generative mechanisms are to be found (the real), is thus what distinguishes critical 
realism from other forms of realism". Thus CR moves beyond the empirical to 
underlying transfactual mechanisms that produce empirical events (Ackroyd and 
Fleetwood, 2000; Danermark et al., 2002; Groff, 2004). Nevertheless, this does not 
presuppose an alternative extreme of a wholly constructed world, such as the 
postmodernist view. This is because CR describes a “critical realist social ontology” 
(Ackroyd and Fleetwood, 2000, p. 12) which, from an epistemological stance 
acknowledges and utilises a socially constructed view of the social world, but it does 
not ontologically view the social world as “merely socially constructed” (Ackroyd and 
Fleetwood, 2000, p. 12). Thus, CR rejects constructionism on the basis that ‘reality’ 
cannot be reduced to discourse. 
CR takes a position that is ontologically realist; there is a material reality (e.g. 
mountains) which exists independently of humans and can therefore be referred to as 
objective (or intransitive) (Groff, 2004; Cruickshank, 2004). In addition, CR considers 
social phenomena to be intransitive because whilst social entities are dependent on 
agents for creation, they may exist without the knowledge of the agent and are not 
dependent on discourse or investigation (Ackroyd and Fleetwood, 2000; Bhaskar, 
1998; Danermark et al., 2002; Groff, 2004). This results in an ontological position 
where both material and social entities are objective (i.e. exist) and therefore can be 
studied as such. To this end CR proposes a structured and stratified ontology (see 
Table 4). It is to this that we now turn.  
Domain Entity 
Empirical Experiences, perceptions 
Actual Events and actions 
Real Structures, mechanisms, powers, relations  
Table 4. A structured ontology  
Source: Adapted from Ackroyd and Fleetwood (2000, p. 13) 
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CR considers reality to be stratified comprising three ontologically distinct levels: the 
empirical (what we actually experience), the actual (what happens even if we do not 
experience it or are not there at the time that 'reality' occurs), and the real (the 
generative mechanisms that cause events to occur) (see Table 3) (Danermark et al., 
2002; Blundel, 2007).  
Further, according to CR, our social and material reality is comprised of structures and 
their mechanisms and causal powers. At the ‘base’ level, structures refer to the 
'constitution' of an object (material or social) and are what gives an object its causal 
powers (Blundel, 2007). Embedded within a structure are its generative mechanisms 
and causal powers; so rather than focus on whether entities exist, attention is given to 
whether processes, powers and causality exist and how we can know them (Groff, 
2004). Essentially, CR seeks patterns or mechanisms that make an outcome possible, 
rather than the outcomes or results that occur (Ackroyd and Fleetwood, 2000). 
Mechanisms describe how an object's causal powers are manifested, giving rise to 
events which we may experience in the empirical domain. Causality is linked to the 
inherent nature of an object whether it affects structures or not (an objects causal 
ability can change - it is not fixed - and causal powers exist independent of our 
understanding or perception), thus causality can be labelled transfactual (Bhaskar, 
1998; Danermark et al., 2002; Leca and Naccache, 2006). Transfactuality in CR is what 
creates CR's stratified version of reality (the empirical, the actual and the real) (Leca 
and Naccache, 2006), which means that an object's causality may not be directly 
related to events in the empirical strata (Bhaskar, 1998). In addition, circumstance and 
context may act as a 'filter' for causal powers (Leca and Naccache, 2006; Easton, 2010). 
This means mechanisms (causal factors) are always mediated by conditions (context 
and circumstance) meaning that mechanisms may cause different outcomes, or similar 
outcomes may have different causes (see Figure 4). CR is relatively distinct in its 
conception of causality with its aim to distinguish causal differences thereby giving 
causal powers their explanatory significance (Blundel, 2007; Easton, 2010). 
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Figure 4. Mediating effect of conditions 
Source: Blundel (2007, p. 52) 
In contrast to its realist ontology, CR “assumes […] an eclectic realist/interpretivist 
epistemology” (Easton, 2010). Thus subjective (transitive) knowledge of intransitive 
objects is developed based on history and other socially occurring phenomena 
(Bhaskar, 1998; Danermark et al., 2002), and can only be known through meanings, 
ideas and symbols (Sayer, 1992). The consequence of transitive knowledge is that 
there is no absolute 'truth' because reality is 'theory-laden' due to human 
interpretation/language-based explanations of reality (Danermark et al., 2002). 
Therefore, how is it possible to seek "deeper causal explanations" of intransitive reality 
when we exist in a transitive world of meaning and interpretation (Blundel, 2007, p. 
54)? There are two features of CR epistemology that are relevant. 
First, the consequence of engaging in knowledge creation with subjects/objects that 
'know' (as opposed to those in natural science that are 'unknowing') is the double 
hermeneutic. The double hermeneutic is "the need for the interpenetration of the 
frames of reference of the observer and observed, for mediation of their respective 
understandings [which] blurs our distinctions between thought object and real object" 
(Sayer, 1992, p. 49). Essentially, in conducting social science, a researcher has to 
engage in "'messy' and 'ambiguous' social phenomena, without abandoning the social 
scientific task" (Blundel, 2007, p. 54; see also Weiner, 1972). Therefore, how is a 
researcher to resolve knowing 'other minds'? Bhaskar proposes that critical naturalism, 
which involves engaging in 'verstehen' (interpretive understanding) and entering into 
the hermeneutic circle with both the scientific community and those that are the 
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subject of study, as the means to overcoming the distance between transitive and 
intransitive knowledge (Blundel, 2007).  
Second, to overcome epistemological relativism, critical realists engage in 
conceptualisation which requires conceptual abstraction (Danermark et al., 2002). In 
short, the researcher engages in an analytical process called retroduction (Blundel, 
2007). This process, which is based on several semi-sequential stages, generally moves 
from the concrete (an experience at the level of the empirical) to the abstract (isolate 
an essential aspect of an object at the level of the real) and back to the concrete 
(Sayer, 1992). This process allows researchers to distinguish essential, or necessary, 
characteristics of the whole and disregard those that are incidental or contingent. 
Further, the process is flexible and linked to the study project and the methods 
chosen. Given that social science objects are often relational, structural analysis is a 
key feature to consider (Danermark et al., 2002; Fleetwood, 2004). 
In addition, Blundel (2007) stipulates meaningful engagement with the 
structure/agency debate by acknowledging the intentionality of human action, the 
emergent nature of social structures and the complex relationship which exists 
between them. The CR position on structure and agency is outlined in Archer’s (1995) 
morphogenetic approach, which is the subject of the following section.   
4.2.1 Critical realism: The morphogenetic approach  
It is a fundamental feature of CR that structure and agency are mutually independent 
yet related levels of reality. Willmot (2000) writes that “structure refers to resilient 
patterns that order social life” (p.67) at both micro and macro levels, and agency refers 
to "the passions and actions" of individuals (Hollis, 1994, p. 11). Within CR, structure 
and agency may be ontologically different, nevertheless, they are integrated ‘real’ 
worlds, thus resolving the issue of conflation (where all structure is the result of 
agency or vice versa) (Archer, 1995; Leca and Naccache, 2006). Therefore, CR proposes 
that society pre-exists human actions and we take action based on existing (social) 
resources, however, agents are not passive and can shape and change social structures 
(Sayer, 1992; Leca and Naccache, 2006; Manicas, 2006). Thus CR facilitates researchers 
to embrace context as real without having to let go of the power of human agency. 
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Archer (1995) has delineated the CR approach to negotiating the structure/agency 
debate and her contribution will be outlined and summarised below.  
First, Archer (1995) states that structure is ontologically 'real' and can therefore be the 
subject of objective research. Structure is real based on its emergent 
properties/powers, that is when different strata combine and create new objects (a 
business networking group for instance), which have causal powers and mechanisms 
that are reliant on, but distinct from, the constituent objects. Although we may not be 
able to label a 'material' reality, its emergent character provides structural objects 
which can be studied. Secondly, Archer lists a set of propositions which form a 
reiterative cycle which explain the symbiotic relationship between structure and 
agency: 
1. there are internal and necessary relations within and between social structures,  
2. causal influences are exerted by social structure(s) on social interaction (aka 
agency),  
3. there are causal relationships between groups and individuals at the level of 
social interaction and,  
4. social interaction elaborates upon the composition of social structure(s) by 
modifying current internal and necessary structural relationships and 
introducing new ones. Alternatively, social interaction reproduces existing 
internal and necessary structural relations. These are called, respectively, 
morphogenesis and morphostasis  
(Archer, 1995, pp. 168-169) 
Morphogenesis means "those processes which tend to elaborate or change a system's 
given form, state or structure", and morphostasis means "those processes in complex 
system-environmental exchanges which tend to preserve or maintain a system's given 
form, organisation or state" (Archer, 1995, p. 166). In accepting that structure and 
agency are independent, ontologically distinct realms, exempt from conflation and 
both exhibiting emergent properties which align with strata, they can thus be 
examined separately (Archer, 1995). An additional element of the concept of 
emergence is that "properties and powers of some strata are anterior to those of 
others precisely because the latter emerge from the former over time, for emergence 
takes time since it derives from interaction and its consequences which necessarily 
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occur in time" (Archer, 1995, p. 14). Thus the concept of time, and change over time, is 
added to negotiating the boundary between structure and agency (also Cruickshank, 
2004). These emergent characteristics of both structure and agency and the 
importance of temporality are the foundation of analytical dualism which is at the 
heart of the CR approach to structure and agency. Analytical dualism examines “the 
interplay between these interdependent, but emergent, strata of social ‘reality’” 
(Reed, 2000, p. 55). It is based on the researcher’s ability to analytically separate 
structure and agency based on time, i.e. the structure we have today came before us, 
it will be adapted/reinforced by us now and will continue into the future based on the 
changes made today in a never ending cycle of change/adaptation and reinforcement. 
As Archer (1995, p. 168) states  "the identification of structures is possible because of 
their irreducible character, autonomous influence and relatively enduring character, 
but above all because this means that they pre-date any particular cohort of 
occupants/incumbents". Analytical dualism subsequently underpins the 
morphosgenesis/stasis framework, a methodological tool, which explicates the 
interaction of structure and agency over time and space.  
4.2.2 Critical realism and this research  
Despite research investigating small business, such as HBB, forming a (distinct) 
discipline for the past quarter century, it is still considered to be a young field of 
research (Ireland et al., 2005; Mole and Ram, 2012). Due to this, research in the field 
has tended to use methods and theories from other fields, for example economics and 
psychology (Bygrave, 1989). Thus as noted elsewhere, there has been a preponderance 
of quantitative approaches underpinned by an agency-driven focus (e.g. Chandler and 
Lyon, 2001; Ireland et al., 2005; Bouckenooghe et al., 2007; Mullen et al., 2009; Crook 
et al., 2010). These positivist-based approaches to investigating a non-linear, social 
phenomenon, or open system such as business creation (Bygrave, 1989; Leitch et al., 
2010), may not be the most appropriate (Bryman, 2001). This is because both structure 
and agency are evident in small business creation and operation (Blundel, 2007). Thus, 
the ontology of structure and agency and their interplay, which is central to CR, is of 
key importance to the study of organisation (Reed, 2000), including small business. As 
entrepreneurship researchers Mole and Mole (2010, p. 231) state, "entrepreneurship 
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is the study of the interplay between the structures of a society and the agents within 
it". In CR, the morphogenesis/stasis model explicates this relationship.  
Analytical dualism suggests that structure pre-exists agents; it provides a context in 
which agents use “unequally distributed assets” (Reed, 2000, p. 55) to engage in social 
activity and thereafter contribute to morphostasis or morphogenesis. Thus in order to 
fully understand any behaviour, or in the case of this research, the formation of 
intentions to engage in business creation behaviour, it is necessary to consider the 
place of the agent in structure and their causal actions. In this way, research 
conducted using analytical dualism presents an opportunity to identify the “sets of 
internally related objects or social practices” (Reed, 2000, p. 57) that would create the 
conditions for the existence of a HBB. 
In addition, the morphogenesis/stasis model allows for two important factors in the 
study of HBB: first, time (the past as creator of structure, altered in the present by 
agency, changed or static going forwards), which allows both structure and agency to 
be studied as contributing factors to a phenomenon, and second, the process of 
change (see Archer, 1995; Mole and Ram, 2012). CR and the morphogenetic approach 
have been referenced as integral in several small business studies (Mole and Ram, 
2012; e.g. Leca and Naccache, 2006; Lee and Jones, 2008; Mole and Mole, 2010; 
Tourish, 2013). For example, Lee and Jones' (2008) research considered the effect of 
networks on individual behaviour and actions, and Tourish (2013) completely reframes 
research about management as he proposes that management is simultaneously 
objective and subjective.  
Therefore, by fully engaging with the structure/agency interplay, rather than use a 
positivist approach which infers direct cause and effect, CR seeks to establish the 
generative mechanisms which cause patterns and tendencies observed at in the 
empirical strata (Reed, 2000). Thus some of the inconsistency observed in previous 
research (see TPB, Chapter 3) may be resolved by moving away from a perceived direct 
relationship between a cause and effect, towards generative mechanisms which would 
cause a possible empirical outcome and take account of the importance of context. 
This can be achieved through empirical research, since it searches for the 
“preconditions for social phenomena” (Blundel, 2007, p. 59) based on its stratified 
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ontology. As opposed to the direct cause-effect relationship of positivism, it is thus 
possible to develop knowledge of structures, mechanisms and causal powers.  
Calls for pluralism in research approaches have emerged (e.g. Leitch et al., 2010; Mole 
and Ram, 2012) in an attempt to resolve the risk of methodological paucity which 
threatens to undermine the field of intentions research (Hindle, 2004; also Tourish, 
2013). CR and its analytically dualist approach to structure and agency presents an 
alternative way to explore small business and business creation intentions in particular 
(Hindle, 2004). Moreover, it is the understanding of the structure/agency interplay 
that subsequently informs which methodology is appropriate (Reed, 2000). Thus, for 
this research which seeks to gain an understanding of the meaning that individuals 
give to their motivations, subsequent behaviour and consequent outcomes, it is 
necessary to engage in a form of research which will facilitate access to such meaning-
making. Previous entrepreneurial cognitions research has recognised that 
intentionality is an underlying causal mechanism developed through "the complex 
interaction of mind and environment" (Hindle, 2004, p. 587; also Ekström, 1992). 
Further, according to Ackroyd (2004, p. 158) if “direct insight into causal relationships” 
are sought, it is to the experiences of groups and individuals and the way that they 
think, that a critical realist researcher must turn.  
4.3. Approach to the research 
 
CR does not stipulate a ‘how’ for conducting research and both quantitative and 
qualitative approaches are applicable. As Danermark et al. (2002, p. 204) state “it [CR] 
does not exclude any method a priori, but the choice of method should be governed 
[…] by what we want to know, and […] by what we can learn with the help of different 
methods”. According to Fleetwood and Ackroyd (2004) the use of quantitative data in 
CR research is to outline the macro-level context in which events occur. In contrast, 
qualitative research can provide descriptions of phenomena and identify ‘gaps’. As 
noted in Chapter 3, previous research that has tested business start-up intentions, the 
research approach has been predominantly quantitative (e.g. Krueger et al., 2000; 
Carter et al., 2003; Lee et al., 2011). However, there are several limitations to 
accessing cognitive operations using a quantitative approach. These include issues with 
measuring the variables representing cognitive functions and the use of an either/or 
  73 
dichotomy in understanding the choices that people make (which lacks reference to 
the complexity of individual choices and decisions) (e.g. Souitaris et al., 2007; Serida 
Nishimura and Morales Tristán, 2011; Miralles et al., 2012). Further, Gartner and Birley 
(2002) identify that quantitative studies of business activities “do not seem to add up” 
(p.388), thus proposing that qualitative research can explore what is ‘missing’. In 
addition, the authors note that quantitative studies are often descriptive and lacking in 
explanation; again a role that qualitative research can fill (ibid., also Neergaard and 
Ulhoi, 2007). Further, investigation into “causal processes, […] points to the need for 
interpretation and the collection of qualitative information” (Fleetwood and Ackroyd, 
2004, p. 131). Thus, according to Hindle (2004), as qualitative research in this area has 
been limited, a gap exists for more in-depth contributions to knowledge.  
Qualitative research methodology is associated with research attempts to understand 
the meaning that humans attribute to their experiences and lives, and exploring their 
social reality (Bryman, 2001; Eisenhardt and Graebner, 2007). Furthermore, according 
to Marshall and Rossman (1999, p. 4), it is “the goal of qualitative research […] to 
develop concepts that enhance the understanding of social phenomena in natural 
settings, with due emphasis on the meaning, experiences and views of all 
participants”. According to Lee et al. (2011), in order to be able to understand business 
creation intentions, it is necessary to research an individual in context; their behaviour 
in ‘real-life’ situations (also Marshall and Rossman, 1999). The research proposed here 
seeks to understand the motivations specific to an individual’s choice to pursue 
business start-up whilst also considering the experiences and events which may have 
contributed to this decision and the consequences of such decisions. Thus in order to 
gain access to this complex information, particularly considering the perceptual factors 
which may have affected these choices, it is necessary to engage with research 
participants on a deep person-to-person level, as recommended by Marshall and 
Rossman (1999).  
In addition, there are several features of a qualitative approach that relate to the use 
and creation of theory. The current research attempts to assess the causal 
relationships proposed by SEE intention-behaviour theory (see Figure 3). According to 
Sayer (1992), quantitative approaches and models do not contribute to knowledge 
about causes, thus a quantitative approach cannot convey the meaning of 
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actions/events necessary to understand the behaviour of individuals. In addition, this 
research engages with theory both to test existing theory (i.e. Shapero’s 
Entrepreneurial Event) (deductive element) and to contribute to theory related to 
possible relationships that exist between motivations and outcomes in the HBB 
context (inductive element). Thus, although quantitative methods are more frequently 
associated which the testing of theory (Cresswell, 2003), Bryman (2001) writes that 
qualitative methodology is also an appropriate strategy for testing theory. Moreover, 
when developing new theory, or as Danermark et al. (2002) explain it from a CR 
perspective to reveal generative mechanisms, qualitative research is most applicable 
(also Alasuutari, 1996; Cresswell, 2003).  
Although previous quantitative research has focused on the generalizability of theory 
to varying contexts associated with HBB, this research seeks to move beyond 
generalizability at a surface level to understand why motivation to engage in HBB 
arises and how that affects both business and the individual owners. In seeking to 
move beyond generalizability to a deeper level of investigation, Marshall and Rossman 
(1999) recommend a qualitative research approach. According to Cresswell (2003) 
when research areas are still underdeveloped, as in the case of business creation 
motivations for HBBs in particular, such that variables are unknown, it is necessary to 
investigate inductively (also Kujala et al., 2010). Further, limited existing literature and 
theory related to HBB makes it unfeasible to do a deductive study, therefore, there is a 
need to start from nothing or limited information and work ‘up’ (Saunders et al., 
2003); qualitative methods are particularly suited to this endeavour.  
On these bases, this exploratory, and yet explanatory research, seeks to gain an in-
depth understanding of the motivations and intentions of individuals by using a 
qualitative research approach.  
4. 4  Research method 
4.4.1 Study setting: Scotland  
 “Growth companies, growth markets, and growth sectors” are the core of the current 
Scottish Government’s economic strategy (The Scottish Government, 2011, p. 5). They 
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aim to support these through policies that prioritise economic growth through 
business growth and the development of a supportive business environment (ibid.). As 
such the Scottish Government has moved away from supporting new firm formation, 
to concentrating on high-growth firms (Scottish Enterprise, 2012). However, despite 
this, only 65 per cent of Scottish SMEs intended to grow according to a UK-wide 
government report (IFF Research, 2011).  
SMEs in Scotland account for 99.3 per cent of all enterprises (340,840), of which 70.6 
per cent have no employees (implying they are self-employed owners) (The Scottish 
Government, 2013). This is broadly in line with most modern Western economies. 
Similar to elsewhere in Europe and the West, a Federation of Small Business survey  
found that HBBs comprise the largest sector of Scottish small businesses, representing 
37 per cent of businesses (Mason et al., 2011). Thus, Scotland is broadly similar to 
those in which the majority of business creation intentions based research has been 
conducted. A central feature of CR is the importance of condition or context to 
causation; thus, the ‘process’ of causation in CR is not that X necessarily causes Y in 
isolation, but that the space between X and Y may be mediated by other conditions 
which affect whether and how Y actually occurs. Therefore, Scotland, as reasonably 
representative of modern Western economies, provides a comparable yet new context 
in which to conduct business creation intentions research.  
4.4.2 Data collection 
 In-depth interviews   
According to Chase (1995, p. 1) “all forms of narrative share the fundamental interest 
in making sense of experience, the interest in constructing and communicating 
meaning”. In the case of in-depth, qualitative interviews, researchers can gain access 
to the meanings people have about their experiences and activities (Marshall and 
Rossman, 1999; Bryman, 2001; Warren, 2002). Thus, they are common to qualitative 
research undertakings which are exploratory (Marshall and Rossman, 1999; Johnson, 
2002). When conducting research which aims to understand why a phenomenon 
occurs, it is necessary to ask rather than simply observe that a behaviour has occurred 
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(Bryman, 2001; Saunders et al., 2003). As Saunders et al. (2003) write, in order to 
“reveal and understand” (p.266), it is necessary to ask.  
The unit of analysis in this research is the person; the individual owner of a Scottish 
HBB. Thus, in order for the researcher to gain information on the motivations for 
choices and experiences, it was necessary to engage in interpreting meaning of that 
behaviour within the context of individuals’ circumstances. Qualitative interviewing 
allows for multiple perspectives about a phenomenon that an individual, or a 
collection of individuals, may hold to emerge; thus enabling the interviewer to 
understand the meaning making process that an individual may engage in (Warren, 
2002; Johnson, 2002). In addition, how the interviewee interprets the consequences of 
behaviour on both business and person is central to exploring the relationship 
between actions and outcomes, and also tests theories in this case particularly 
motivations theory. As past motivations cannot be observed, it was necessary to use 
an alternative method to obtain information. In-depth, semi-structured interviews 
were the most appropriate means for investigating past motivations and current 
perceptions of consequences. According to Saunders et al. (2003), a semi-structured 
interview format allows for explanatory work to be undertaken which looks for causal 
relationships between variables. In addition, interviews are appropriate to research 
which investigates a specific situation (Bryman, 2001).  
 
In addition, there are practical considerations requiring the use of interviews in this 
research. It was considered likely that the research would engage with a broad range 
of businesses by type, geographical location and person, thus, interviewing presented 
a pragmatic method for sense-making in diverse contexts (Bryman, 2001). Interviews 
facilitate rapport building through personal contact which, in order to gain access to 
the data required in this research, would be necessary (Marshall and Rossman, 1999; 
Saunders et al., 2003). In this way, the interviewee becomes a collaborative partner in 
the interview exchange and in the overall research (Johnson, 2002). Further, interviews 
are a flexible tool which allow for going ‘off topic’ and following up interesting points 
as they arrive in the interview and which may be necessary to explore new meaning 
for the respondent (Bryman, 2001; Warren, 2002). Through this, emergent issues, 
pertinent to those whose experience the study seeks to learn from, may be included in 
the research and analysis. Further, this approach is recommended in order to uncover 
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the meanings that are important to the individual according to Marshall and Rossman 
(1999) and Bryman (2001). In addition, as interview questions become refined, that 
progression forms part of a verification process (Johnson, 2002). According to 
Saunders et al. (2003) this is the most suitable approach to exploring ‘why’ questions. 
Interviews also generate rich data (Marshall and Rossman, 1999; Saunders et al., 
2003). However, like all research approaches, interviews are also subject to 
weaknesses. For example, the skill of the interviewer is crucial to getting interviewees 
to open up and be willing to share their experiences (Marshall and Rossman, 1999).  
Theory also recommends several practical aspects specific to interviews. First, when 
seeking to gain consent to participate, rather than use consent forms, which may 
undermine promises of confidentiality, consent to voluntarily participate can form part 
of a recorded interview (Warren, 2002).  This may be especially important in the case 
of HBB, where not all business activity may be ‘on the books’ (Williams, 2009). 
Interviews should be recorded as recordings later form a necessary part of the 
meaningful analysis of data (Johnson, 2002). Bryman (2001) recommends that a 
general information sheet is completed which gives context to the interview and 
background to the individual. When the interview commences, it is important to pass 
the responsibility of talking (with the purpose of sharing their story) to the interviewee 
(Chase, 1995). Chase (1995) recommends that questions in interviews are created in 
‘natural’ language which allows individuals to express themselves rather than get 
caught up in the language of research, which often gives the interviewer a report of 
what they want to hear rather than what is really there. During the interview, 
consideration should be given to interview context (Warren, 2002) which can include 
interviewee tone of speech, their demeanour, the location in which the interview took 
place (see McKenzie, 2007). Occasionally, pertinent remarks may be made post-
recorded interview; this is to be expected according to Warren (2002) and should be 
noted. Supplementary notes, taken during the course of the interview, are 
recommended and provide a method of data triangulation (Johnson, 2002). After an 
interview, recordings should be transcribed in full and in such a way as to recognise 
the creation of a narrative between interviewee and interviewer, which according to 
Mishler (1991) and McKenzie (2007), is the most appropriate method for accurately 
representing the interview event. In addition, transcriptions are valuable for reducing 
the potential for a biased interpretation of the data collected (Bryman, 2001). Further, 
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transcriptions are important in this process because qualitative interviews are 
concerned with what and how people say what they say. Notes taken during an 
interview should also be written up in full, which reduces the likelihood of bias in the 
data occurring (Saunders et al., 2003). McKenzie (2007) recommends that all interview 
recordings and notes are encrypted and transferred to a computer with a password for 
secure data storage.  
The data collection process in this research 
Prior to engaging with any research participant, consideration was given to several 
ethical factors associated with data collection through in-depth interviews. In the case 
of exploring HBB, some of the business activity may have an informal character; 
engaging in research may expose what goes on inside such a HBB, which could affect 
the individual or their business. In order to limit the potential for ‘exposure’, 
confidentiality and anonymity of the participants was assured. In addition, in order to 
fully report findings, identifying characteristics of the individuals involved were 
masked. Finally, full ethics approval was sought from the University Ethics Committee.   
Thereafter, an initial interview schedule was developed which covered the key themes 
of the research (i.e. why the individual went in to business, why a HBB was chosen and 
what the business and personal outcomes were of that choice (see Appendix A)). The 
interview format was semi-structured. The thematic interview schedule was piloted 
with two participants in January 2014. This revealed that, whilst the key themes were 
valid, it may be useful to adapt the phrasing of the questions asked. Thus, the 
approach to interviewing taken was informal and evolving. It was clear that it was 
necessary to keep the interview schedule flexible such that it adapted to fit and reflect 
interviewer-interviewee discussion. This allowed the views of the participants to 
emerge and guide discussion. Thus, the individual’s ‘story’, or narrative, emerged 
which facilitated exploration of their past motivations, any life events that contributed 
to their decision making, and consideration of their current business and personal 
outcomes. During the interviews it was important to engage in fact and construct 
checking to confirm answers. The approach taken in this research was to ask an initial 
open question (e.g. Q3. Why did you go in to business? Refer to Appendix A) and then 
follow up with questions and prompts to elucidate meaning. For example, in following 
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up Q3, the interviewer would clarify by checking their understanding of respondents 
narrative (e.g. So you were facing redundancy?; Your decision was based on XXX. Do I 
understand you correctly?).  
In addition to the interview schedule, a complementary demographic questionnaire 
was created; this was completed at the end of each interview (Appendix B). The 
demographic details summary form included basic information about the interviewees, 
business sector classifications (based on the UK Standard Industrial Classification (SIC) 
Hierarchy (Office for National Statistics, 2007)), and the categories for length of 
business operation (based on Global Entrepreneurship Monitor (GEM) classifications 
for Scotland (Levie, 2012)).  
 
Interviews were conducted via two principal methods: in person and by Skype or 
telephone. Whilst in-person interviews were the preferred method, this was not 
always possible for several reasons. First, business-owners were recruited from across 
Scotland, including in remote rural areas and the Islands; thus, meeting in person was 
not always possible. Second, business-owners are busy people and oftentimes a Skype 
or telephone interview was more practical. In-person meetings took place in mutually 
convenient public locations.  
Interviews lasted between 30 minutes and an hour. Before each interview the 
interviewee was given a verbal summary of the purpose of the interview and its 
contribution to the research. In this study, informed consent was gained in the opening 
part of the interview and included on the recording in most cases; this approach was 
taken to limit respondent concerns about the confidentiality of paper records. Thus, 
participants were informed of the confidentiality and anonymity of the data collected, 
and reminded that they could withdraw from the process at any time. Finally, their 
permission to record the interview was obtained. Interviews were recorded and 
supplementary triangulation notes were taken during the interview.  
 
Interviews were transcribed in full and in such a way as to recognise the creation of a 
narrative between interviewee and interviewer. As part of this process a specific 
qualitative research transcription coding system was used (Appendix C). For example, 
if a respondent broke off speech during the middle of a word, then a single dash was 
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made to indicate this (e.g. transc- +transcription). The following passage from a 
respondent interview illustrates this element of the transcription coding system in 
practice: 
“The Department of Agriculture do rounds of communi- +community - - of 
funding” (R20) 
It should be noted that the quotes used in findings chapters have been ‘cleaned’ of 
transcription codes to facilitate ease of reading.  
The notes that were taken during the interview were also written up in full within one 
week of the interview. In addition, memos related to the context of the interview 
including interviewee tone of speech, their demeanour, and interview location were 
also written up.  
All interview recordings and notes were encrypted and transferred to a computer with 
a password as soon as possible post-interview. A distributed storage principal was 
followed such that copies of the audio, transcription and individual interviewee details 
were kept in different locations and not in a way that individual’s details could be 
linked to their data.  
4.4.3 Data Analysis 
The purpose of data analysis is to “bring[…] order, structure, and interpretation to the 
mass of collected data” (Marshall and Rossman, 1999, p. 150; also Bryman, 2001). This 
section outlines how that was achieved in this research.  
First, Miles et al. (2014) advise that data collection and analysis should be concurrent 
as this allows for the future collection of better data. Thus, after each interview, time 
was taken to reflect and consider any emerging themes or areas of interest. This 
meant data analysis was an on-going activity. In addition, once 15 interviews had been 
collected, data collection was paused to allow for a more thorough overview of the 
data collected to this point. This allowed the researcher to consider the 
appropriateness of the research method and what the data was beginning to reveal. At 
this point it became clear that both prefigured and emergent codes would be relevant 
to analysing the data. This kind of approach is common in qualitative studies (Marshall 
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and Rossman, 1999). Moreover, this approach allowed for embryonic emerging 
thematic areas that had not been pre-considered (such as isolation and mental health 
issues in this study) to be further explored in subsequent interviews. This also allowed 
for an “if-then” check approach which facilitated exploring possible causal 
relationships in subsequent interviews (Miles et al., 2014, p. 89). In addition, with 
ensuing data collection it was possible to work towards theoretical saturation, thus 
strengthening the interpretation of the codes realised through the process of data 
collection (Marshall and Rossman, 1999). Overall, this was an efficient approach to the 
analysis of data and allowed the researcher to manage, and reference with ease, the 
vast amount of data collected. 
During this time, as recommended by Miles et al. (2014) to facilitate the management 
of data and analysis, the data was entered into NVivo software 10. Using NVivo data 
analysis software was beneficial because it was efficient, contributed to the 
transparency of how data was coded and analysed due to the explicit process involved, 
contributed to revealing relationships through its ‘tree’ coding format and, helped with 
management of thick data and subsequent coding and analysis. The benefits of using a 
software package were considered superior to criticisms that it can decontextualize 
data chunks (Bryman, 2001).  
Concurrent with the use of qualitative data management software, each of the 
interview transcripts and the interview and context notes were read several times to 
become suitably familiar with the data. On a continuously on-going basis throughout 
the data collection phase, themes and areas of interest in the data emerged and were 
noted by the researcher as recommended by Bryman (2001). Additionally, at this 
point, as the individual is the unit of analysis in this research, a profile of each 
individual and their motivation and business/personal consequences was created.  
The second phase of data analysis focused on coding. Codes are “labels that assign 
symbolic meaning to the descriptive or inferential information compiled during a 
study” (Miles et al., 2014, p. 71). They are the outcome of a researcher’s interpreted 
meaning of the data and help to select meaningful data. This research utilised a mix of 
both deductive (based on a conceptual framework from literature and theory) and 
inductive (emerged from data) codes. Operational definitions for each code were 
created so that the phenomena identified and coded were consistent. Codes derived 
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from theory included, for example extrinsic motivation, human capital and 
precipitating event. This approach, therefore, informed the selection of data chunks 
which were allocated to emergent or prefigured coding files in NVivo. Thereafter, 
critical analysis of each data chunk and coding file in its entirety was undertaken 
informed by the research questions. For example, RQ2 considers why individuals 
engage in HBB. Thus, when financial motivations (e.g. seeking to make a profit) were 
discussed by respondents this provided evidence, in line with theory and literature, of 
why a respondent engaged in HBB. These codes were subject to data saturation, 
thereby, each code was reinforced many times over by unique respondents. This gave 
strength to the value of each code as a meaningful construct in this study.  
Using the NVivo to manage the data, codes were systematically applied to each 
interview transcript. The coding phase remained flexible such that if, through deeper 
understanding of the data, new categories emerged, it was possible to incorporate into 
the coding stage of the analysis. This initial phase of data analysis sought to cluster 
similar data together to help with organisation and to also provide the groundwork for 
future thematic analysis (Miles et al., 2014). The data was coded on two separate 
occasions; first to develop initial codes and then recoded afresh several days later to 
test for internal consistency of the codes as recommended by Miles et al. (2014). 
Once initial coding was completed, second cycle coding was undertaken looking for 
patterns from which to develop categories, themes or constructs (Miles et al., 2014). 
According to Marshall and Rossman (1999), this is the most intellectually stimulating 
yet challenging phase of data analysis. In this research, the process of finding 
categories, themes and patterns involved immersion in the data collected. Based on 
initial first cycle coding and subsequent questioning of the data and the meaning the 
participants gave to their experiences, patterns began to emerge which formed 
categories that were unique. It is natural that interviewees may not directly refer to 
specific themes, their subjective norms for instance. However, according to previous 
research conducted by Krueger and Brazeal (1994) exploring entrepreneurial 
intentions, it is possible to identify proxy examples of the concept under investigation. 
Therefore, a similar approach was taken in this research such that it was the 
responsibility of the researcher, based on a thorough and deep understanding of the 
literature and data, to attribute meaning to the experiences described (Marshall and 
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Rossman, 1999; Miles et al., 2014). During this phase, patterns were not fixed until 
confirmed by empirical data and were also subject to identifying negative examples 
such that they may challenge emerging patterns. This provided an opportunity to 
“evaluate the data for their usefulness and centrality” in terms of understanding the 
phenomenon under investigation (Marshall and Rossman, 1999, p. 157). 
Thereafter, as recommended by Miles et al. (2014), in the final stage of the analysis, 
the data was condensed and matrix and network display format options were applied. 
This provided frameworks from which to further subject the data to in-depth analysis. 
This research particularly focused on an ‘ordering’ approach to data (i.e. searching for 
how factors) in attempt to identify influence and affect, and on an ‘explaining’ 
approach to data (i.e. searching for why factors) as an attempt to detect 
interrelationships, change and causation (ibid.). The ‘explaining’ approach to data fits 
particularly with the CR position on ‘cause’ as it recognises the multidimensionality of 
experience and outcome and the importance of context (Miles et al., 2014).  
4.4.4 Confirmability, dependability, credibility and transferability  
Discussion about the ‘quality’ of qualitative research is inherently challenging (Amis 
and Silk, 2008) with few commonly agreed ‘standards’, particularly when considering 
ontological and epistemological positions (Wigren, 2007). Further, Easterby-Smith et 
al. (2008) argue that criteria must be viewed as reference points rather than definitive 
lists. Despite this ambiguity, Miles et al. (2014) propose several criteria (listed in 
section title) as being congruent to a critical realist study. An examination of how this 
research has met those requirements is now presented.  
First, confirmability refers to assessment of whether any research bias exists and that 
the data collected are ‘real’ (Wigren, 2007; Miles et al., 2014). The methods and 
procedures outlined in this chapter seek to give explicit detail which allows the reader 
to have full knowledge of the empirical work that was undertaken. This includes 
information about how the sample was selected and collected, how data was 
collected, processed and manipulated for analysis. During data analysis and discussion 
negative or disconfirmatory data were considered and subject to further re-analysis. In 
addition, researcher reflexivity is discussed in detail in the following limitations section.  
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Second, dependability refers to the research process undertaken including 
consideration of the research timetable, methods and researcher (Wigren, 2007; Miles 
et al., 2014). In this study, the research questions were clearly developed based on a 
thorough literature review and were the precursor, in tandem with philosophical 
position, to the research methods selected. From analysis, it was evident that the 
findings were consistent (excepting disconfirmatory data) across different data 
collection times, participants and business types. Further, the sample was purposively 
selected to provide data which met a full range of factors important to answering the 
research questions. This research has been based on the theoretical antecedents of 
intentions theory which are clearly described in the literature review.  Given the 
nature of this PhD study, it was not possible to have a multi-researcher approach; 
nevertheless, the nature of this research project, which involved a reflection ‘time-
out’, provided valuable reassessment of first stage data and avoids potential tunnel 
vision.  
Third, credibility refers to the fit between the participants responses and views and the 
researchers interpretation of such and how this is represented in the text – are they 
authentic and credible (Wigren, 2007; Miles et al., 2014)? This research has collected a 
significant amount of thick data from which excerpts are presented in the findings to 
convey the context and meaning that an individual attributes to their experiences. 
Further, data collection was triangulated. According to Bøllingtoft (2007) triangulation 
can take several forms: data, investigator, theory and methodological. This research 
used data triangulation by collecting data at several different time points over the 
course of six months, with 30 unique participants. Further, qualitative interviews 
facilitate “establishing common patterns or themes between particular types of 
respondents” (Warren, 2002, p. 85), whereby, qualitative interviewing may contribute 
to the analytical potential of the findings and the robustness of the research. It also 
used between-method triangulation by comparing the current results and conclusions 
of this study to other similar but quantitative studies in the field as per 
recommendations by Bøllingtoft (2007) for when conducting critical realist research. 
Finally, the emergent findings categories were linked to previous theory, in this case, 
SEE theory.  
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Finally, transferability refers to whether the findings of this research could be 
generalizable to a different context based on the information provided; however, this 
is dependent on the readers assessment (Wigren, 2007; Miles et al., 2014). To this end, 
this research has set out extensive details about the original sample to provide the 
reader with a full description to enable comparison to alternative context(s).  
Additionally, this research presents thick description, findings are congruent with prior 
theory, and the limitations of the sample and its applicability in alternative contexts is 
discussed.  
4.4.5 Limitations 
First, data in a qualitative study is filtered by the researcher and as such the researcher 
informs the construction of knowledge (Bryman, 2001). Thus, the knowledge revealed 
may be “laden with values” or bias which may affect the choices made by the 
researcher (Cresswell, 2003, p. 182). Therefore, Bryman (2001) recommends that 
information about researcher values, biases and assumptions are outlined for the 
reader. In this case, the researcher has personally operated, and has a family 
background of, several HBBs. This has proved beneficial in creating the research topic 
and questions and, more importantly, engaging with the HBB community and 
individual owners to build trust and gain access. It provides the researcher with a first-
hand understanding of operating within the HBB context. However, it also creates the 
possibility of limiting the researcher’s ability to think beyond her experiences and 
biases. Nevertheless, throughout the research the researcher was reflexive about 
themselves, each stage of the research process and their research relationships. Thus 
continuous reflection by the researcher was undertaken in an attempt to acknowledge 
potential limitations to the research process.  
In addition, due to experience in this context, on occasion, the researcher has 
interviewed acquaintances who run HBBs. In order to lessen potential difficulties (i.e. 
issues with gaining access to confidential information) with this kind of exposure to 
‘backyard’ research participants (Cresswell, 2003), the researcher only interviewed 
‘arms-length’ HBB owners where appropriate. That is, HBB owners who were well 
known to the researcher were only contacted for the purposes of snowballing to other 
HBB owner contacts. Despite the ‘arms-length’ connection to some interviewees, each 
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interview did not constitute a reflexive dyadic relationship (Ellis and Berger, 2002). This 
is because the interviews were one off events and therefore, there was not enough 
continuous contact to alter more than the initial ‘relationship agreement’ that we had 
entered into as interviewer and interviewee. Thus, while the researchers’ previous 
‘life’ influenced the research to the extent that experience helped to connect with 
interviewees and understand their perspective it did not compromise the data 
collected during the interview relationship.  
Second, this is cross-sectional qualitative research with a sample of 30; therefore, it is 
not likely to be generalizable unless the reader interprets it to be so as discussed in the 
previous section (Section 4.4.4). Also, interviewing participants about past experiences 
can result in post-hoc reflection bias. This is where individuals may reflect on their past 
experiences in a more positive or negative way and which may subsequently influence 
their responses about why they chose to start a HBB. This is accepted, but in all 
practicality, it is not possible in the research to avoid that factor. However, with 
several nascent business owners participating, in part this element may be reduced 
somewhat.  
There are also potential limitations with regards to the philosophical position taken by 
the research. Whilst critical realism proposes an ontological reality and a subjective 
epistemology it may be that a purely positivist or constructionist position may be more 
appropriate as a means to understanding cognitive intentions of individuals. Further, 
the use of a qualitative approach to answer the research questions posed in this study 
may limit the scope of the study whereby macro-economic factors and variables may  
not have been considered to their fullest extent. This may be better suited to a 
quantitative study of which several have been conducted in this context. This 
qualitative study may therefore provide an initial exploratory platform from which to 
inform future studies. In addition, the use of interviews may also be a limitation due to 
the circumstances in which they took place. Future studies may seek to include 
interviews conducted over several different time periods with the same individuals and 
complemented with observations, although this may result in significant ethical and 
practical considerations. Finally, the intention concepts employed in this research are 
cognitive and thus challenging to be prescriptive about; nevertheless, the findings of 
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this research appear to fit with previous research which is suggestive of a fit between 
empirical data and the concepts proposed by SEE theory.  
4.5 Sample 
According to Scottish Government figures cited in Mason and Reuschke (2015), the 
total Scottish HBB population is 187,640, comprising 58 per cent of Scottish micro 
businesses. However, there is no official register of HBBs within Scotland, nor a 
recognised standard definition (refer to Section 2.2.3, Chapter 2). Further, it is an 
established characteristic of the HBB that it is hidden from ‘plain’ sight (Dwelly et al., 
2005; Mason et al., 2011). Therefore, gaining access to a representative sample is 
unlikely. In addition, this research sought to investigate personal motivations taking an 
in-depth, exploratory methodology approach. According to McKenzie (2007), this 
requires a more informal and trust-based approach. These circumstances, both sample 
availability and the exploratory nature of the research, have informed the qualitative 
approach to this research and consequently the collection of data from a non-
generalisable sample.  
In sampling situations like this, Miles et al. (2014) recommend a purposive sampling 
approach. First, purposive sampling, which can work in conjunction with other 
sampling approaches, involves a small number of “information-rich cases” regarding 
the phenomenon of interest (Marshall and Rossman, 1999, p. 78). This approach has 
been taken by other business creation intentions research (e.g. Krueger et al., 2000). 
Snowball sampling is recommended in circumstances where it is difficult to gain open 
access to a sample population (Bryman, 2001; Saunders et al., 2003; Neergaard, 2007), 
which is the case with HBBs (Dwelly et al., 2005). Furthermore, these sampling 
approaches are consistent with the use of qualitative data collection methods.  
4.5.1 Sample: selection and criteria  
The criteria for selection of HBBs of interest and relevance to this research is linked to 
the typology presented in the theoretical framework (Chapter 2, Section 2.2.3). It is as 
follows: 
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 HBB must operate within the home premises for the majority of their business 
hours  
 HBB must have the business registered at the home address 
 HBB must be registered for taxation as self-employed or as a company  
Further, as a triangulation measure, business websites, the yellow pages or the fact 
that businesses were accessed via word of mouth referrals was evidence of authentic 
business activity. 
 
Participants for this research were recruited via two methods recommended for 
challenging sample groups. The first method involved a purposive intensity sampling 
approach involving a two-strand procedure. In the first instance, individuals self-
selected to participate in the research. Thereafter, the researcher considered their 
potential to provide in-depth information and knowledge about the phenomenon of 
interest; subsequently participants were invited to take part in the research. The 
research was promoted in areas where it was thought likely that HBB owners would 
become aware of it. Several different self-selection options were put in place (listed 
below). In order to facilitate consistency, the same poster and/or email text was used 
on each occasion (see Appendix D).  
1. Posters were placed in a business support agency offices (i.e. Business 
Gateway) across Scotland as HBBs may make use of their services  
2. Personal social media and a Heriot-Watt research centre online site were used 
to promote the research  
3. Local groups and business networks were contacted and information about the 
research distributed to their members  
4. Contacts were sourced through university colleagues and through the lead 
researcher 
The second sampling method used was snowballing. This is where a self-selecting 
interviewee was asked if they were aware of other HBB owners who would fit the 
research profile and be interested in taking part in the research.  
To provide a broad picture, attempts were made to engage with a cross-section of 
HBBs by gender, geographical location and business age/stage. Theoretical saturation 
informed the number of in-depth interviews undertaken. In this study theoretical 
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saturation consisted of two types. First, theoretical saturation was based on obtaining 
a mix of human capital levels as described in the proposed typology and second, 
overall for the entire sample where the themes emerging began to become 
established with little or no new information to challenge them. This resulted in the 
collection of 30 interviews.  
4.5.2 Sample in this study 
Of the 30 participants who took part in this research, 13 were male and 17 were 
female. Ages spanned the spectrum from the 16-24 category to 65+, although the vast 
majority, two-thirds, were concentrated in two age categories 35-44 and 45-54. This 
was a well-educated sample with 24 participants having an undergraduate 
qualification or higher, and the remaining six having college or school-level education. 
In terms of their businesses most were engaged in services activity (21), followed by 
manufacturing (six), there were also two in retail and one in hospitality. Most were 
either new businesses (operating less than 42 months) or established with three 
stating that they were nascent businesses (operating less than 3 months) as per Global 
Entrepreneurship Monitor definitions (Levie, 2012). Revenue also spanned a broad 
spectrum (£0-10k - £51-100k) with most (n=21) earning £50,000 per annum or less; 
five participants did not want to disclose earnings or due to nascent status were not 
sure of revenue. Long hours were common in the businesses with just under half 
(n=14) reporting that they worked 41 hours per week or more, and half of those 
worked 50 hours plus in their businesses (n=7). Nine participants also had second jobs 
that many were willing to pair with their home-business rather than viewing it as a 
means to support their home-business activities. Only two of the businesses – one 
services, one hospitality – had employees; one employee each. Finally, 21 of the 
participants operated their business from an urban home-base in comparison to the 
nine which were located in rural areas. Table 5 presents details of the sample and 
Table 6 gives a case-by-case summary of the individuals and their businesses.  
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R1 M 25-34 Married N Doctorate Services New Business 11-25 PT Y 
R2 F 35-44 Single N Postgraduate Services New Business 11-25 FT N 
R3 F 35-44 Married N Postgraduate Services New Business  0-10 FT N 
R4 F 45-54 Married Y Undergraduate Services Established  0-10 PT Y 
R5 F 55-64 Divorced N School Services Established 26-50 FT N 
R6 M 25-34 Married N School Services New Business  26-50 FT N 
R7 M 35-44 Single N Doctorate Services Established 11-25 FT N 
R8 F 55-64 Married N School Services Established - FT N 
R9 F 25-34 Married Y Undergraduate Manufacturing Nascent - PT N 
R10 M 35-44 Married Y Postgraduate Services New Business  51-100 FT N 
R11 F 16-24 Single N Undergraduate Retail New Business 11-25 PT Y 
R12 M 35-44 Partner N Undergraduate Services Established 26-50 FT Y 
R13 M 45-54 Married N Postgraduate Services New Business 51-100 FT N 
R14 M 35-44 Divorced N Doctorate Services New Business  0-10 FT N 
R15 F 25-34 Married Y Postgraduate Retail  New Business  0-10 PT N 
R16 M 65+ Married N School Services Established 0-10 PT N 
R17 F 35-44 Married Y Postgraduate Manufacturing  Nascent - FT Y 
R18 M 35-44 Separated Y Undergraduate Services Nascent - PT Y 
R19 M 45-54 Married N College Services Established  11-25 FT N 
R20 F 55-64 Married N Undergraduate Hospitality  New Business 11-25 FT N 
R21 F 45-54 Married Y Postgraduate Manufacturing Established  26-50 PT N 
R22 F 45-54 Partner Y Postgraduate Services Established  0-10 FT N 
R23 F 25-34 Partner Y Undergraduate  Manufacturing  New Business  0-10 PT N 
R24 M 35-44 Married Y Undergraduate Services New Business  0-10 FT Y 
R25 M 65+ Married N Undergraduate  Services Established  26-50 FT N 
R26 F 35-44 Married Y Undergraduate Services Established  51-100 PT N 
R27 F 35-44 Divorced N Postgraduate Manufacturing  Established - PT Y 
R28 F 35-44 Married Y Undergraduate Services Established 26-50 FT N 
R29 M 35-44 Married Y School Services Established 26-50 FT N 
R30 F 35-44 Married  N Undergraduate Manufacturing  New Business  0-10 PT Y 
Table 5. Sample details 
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Participant Short description  
R1 Doctoral student, with previous experience in the industry, running an online marketing services 
company. 
R2 Masters-level languages graduate running a translation service.  
R3 MBA qualified with a background in financial services retrained as a Pilates instructor. Now running a 
health and well-being business.   
R4 Graduate schoolteacher and has since retrained as a translator running a translation business 
alongside other part-time work.  
R5 School-leaver. Specialist hairdresser (bridal) with experience of city-centre salons. Recently moved 
operations to a home studio.  
R6 School-leaver and IT systems apprentice. Initially established the IT business in Glasgow. Moved to 
Aberdeen for greater business opportunities.  
R7 Graduate. Runs several businesses pursuing interests in languages, IT and music.  
R8 School-leaver. Runs a full-time ‘hobby’ genealogy business  
R9 Graduate running a small scale gift manufacturing business.  
R10  Masters-level graduate with several years of consultancy experience as an employee. Created own 
business to serve the same industry.  
R11 Recent graduate running a small business as a retailer of health and wellness products.  
R12 Languages graduate with work experience in the translation field currently running own translation 
business.   
R13 Masters-level graduate with extensive industry experience as an employee. Created own consultancy 
business to serve the same industry.  
R14 Doctorate in physics and several years in IT software start-ups. Established an IT-based data 
management business.  
R15 Masters-level graduate who is a retailer of household cleaning products. 
R16 School-leaver nearing retirement. Runs a management training and consultancy business.  
R17 Masters-level business studies graduate in the nascent stages of a ‘hot sauce’ manufacturing business 
(food).  
R18 Recent IT-studies graduate in the nascent stages of a telecommunications services business.   
R19 College-leaver with several years of industry experience as a draughtsman and set up his own 
business in the same industry.  
R20 Graduate and now retiree. Based on a farm and runs the farm house as a B&B.  
R21 Masters-level arts graduate running a small scale business manufacturing ceramic-based products.  
R22  Masters-level graduate with experience in the Third sector. Set up a training business to cater to the 
Third sector.  
R23 Graduate running a small-scale jewellery manufacturing business.  
R24 Business studies graduate with corporate business experience. Runs a sandwich shop franchise and 
has also set up a property rentals business.  
R25 Graduate whose business is as a freelance writer.  
R26 Graduate who worked for several years at some of the ‘big six’ accountancy firms. Started own 
accountancy and tax business.  
R27 Masters-level arts-graduate runs a small printmaking manufacturing business.  
R28 Graduate with work experience in politics ‘back office’. Business delivers spiritual healing events and 
workshops.  
R29 School-leaver with several years’ work experience in a bank. Now runs a business as a reseller of 
services.  
R30 Arts-graduate runs a small-scale accessories manufacturing business.  
Table 6. Summary of sample business descriptions 
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Chapter Five: Dimensions of a Home-based business 
5.1 Introduction and overview 
This chapter serves two functions. First, it reviews and discusses some characteristics 
of the sample that are of importance. Second, it seeks to answer RQ1, what are the 
key dimensions of a HBB? (objective 1). The typology proposed as an initial theoretical 
framework in Chapter 2 will be assessed for its suitability and fit in light of the findings 
from this study. Thereafter, relevant modifications/extensions are proposed and 
discussed.  
5.2 Home-based business characteristics 
Many of the characteristics in this sample, both owner and business, are similar to 
those of previous ‘mapping’ studies investigating the HBB phenomenon (e.g. Mason et 
al., 2011; Enterprise Nation, 2014), and micro-businesses in general. However, analysis 
of several characteristics – gender, working hours and age of the business – reveal 
additional findings and as such require further discussion. Each will be discussed in 
turn.   
Gender 
As discussed in Chapter 2 where previous research has ‘mapped’ the HBB 
phenomenon, significant attention has been paid to the gender of the HBB owners, 
largely based on the assumption that a HBB owner is female (Walker, 2003). However, 
in many subsequent studies including Walker (2003) (also Dwelly et al., 2005; Mason et 
al., 2011), the gendered assumption of HBB owners was challenged, with significantly 
larger percentages of males than females operating HBBs. However, in some of these 
previous studies HBBs included both those which had a business address registered at 
home and those where actual operation of the business took place in the home. In this 
study, 13 of the participants were male and 17 were female. While this study engaged 
with more females than males, it has not attempted to generalise. As such, it would 
not be possible to suggest that HBB is a gendered phenomenon in the Scottish context.   
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Working hours 
Of the thirty businesses, 17 were operated as full-time businesses (35 hours or more 
per week) with the remaining 13 part-time. Corroborating literature in Chapter 2, this 
study finds also nine of the sample, four men and five women, had second jobs. For 
five of these cases, having a second job and running their business at the same time 
was a happy comprise. For the remaining four, the business was the preferred option, 
but the second job was making the business possible until such time, as they would be 
able to ‘move on’. It should be noted that of those with second jobs, six were part-time 
in both business and job, whereas the other three worked in their job and ran their 
business both on a full-time basis. The findings with regards to having a second job 
may be related to the low financial capital levels found in this sample.  
Further to the full-time or part-time categorisation, the participants often referred to 
the number of hours they worked, or committed to working on their businesses. Many 
of the participants felt they worked long hours with seven working between 41 and 50 
per week and seven working 50 hours or more per week. This resulted in many feeling 
that they were ‘always working’ (e.g. R28, R24, R13, R6). For example R6 says:  
Technically off work but not really. And as I was saying to you, I’m filling in 
paper work for a contract I’m starting tomorrow. I feel I’m off if you know what 
I mean. Technically my office hours are between like half eight in the morning 
and six at night. Very often unfortunately, the needs of the business dictate that 
I can’t do that. You know, I’ve got to get what needs to be done for the next 
day. I suppose phone calls stop at six o’clock but unfortunately sometimes I 
can’t. And that’s just the nature of running your own business. (R6, IT services) 
In addition, mention was often made about managing work hours to fit with client 
requests or the need to remain flexible in order to get work done:  
There’s not a set system and I try and be a bit more systematic, but because 
work is so varied from day to day, you know it’s not just a routine where you 
know you’re going to start work at nine o’clock. For example you could be 
working from seven am, you know to three pm or later, you know. Or you could 
start at ten am and finish at ten pm at night. You know from ten to ten. So, it’s 
not a set pattern. (R2, translation services) 
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Working long hours is common to self-employment activity (Bourne and Forman, 
2013) and HBB (Mustafa and Gold, 2013). It may be particularly accurate in this study 
as the sample comprises of a high number of service businesses, which allow work to 
be undertaken at any time of day. Of interest also in this sample is that almost a third 
have a second job, sometimes also in a full-time capacity.  
Age of the business  
This sample included three nascent businesses, 13 new businesses (operating for less 
than 42 months) and 14 established businesses (Levie, 2012). As noted in Chapter 2, it 
is commonly reported that HBBs can be used as the location of business ‘start-ups’ as 
working at home reduces initial costs. In this study, of the three nascent businesses 
only one, R17 in food manufacture, saw herself moving out of the home environment. 
For R18, a start-up keen to grow his nascent web-based telecommunications business, 
he sees no value in moving his work activity out of the home:  
Let me say for example, if the business grows and if I need more facilities […] I 
just need to move my computer from my house to a data centre. That’s it. That 
will be the only shift which is required: moving from home to data centre. (R18, 
telecommunications services) 
 
The number of established businesses is almost half of the sample, a finding which 
reflects Walker’s (2003) Australian study. Further it is similar to Mason et al.’s (2011) 
findings which concluded that in cases where growth requires leaving the home-base, 
alternative means such as sub-contracting were employed, thereby reducing the need 
to leave the home. This may suggest that this sample is similar, although for some of 
the established businesses it was not the complications of growth, but cost 
minimisation that continued to keep the business at home, as exemplified by R16:  
 
I toyed with it a couple of times, talked to people who worked out of business 
centres, had a look at it, but I never seriously looked at it. It would have 
increased my costs too much. Working from home, almost every penny that 
came in was mine. (R16, training consultant) 
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Thus it may be possible to suggest that there are different factors that influence the 
decision to continue operating a business in the home. This may include necessity 
factors whereby the cost of moving to a non-home location would put too much 
pressure on the business. Alternatively, it may be the convenience of the home base, 
either for the business due to its type or for the individual.   
Many of the business characteristics discussed thus far would be recognisable in the 
context of small or micro-businesses in general. Yet despite these similarities, it is the 
fact that business activities take place in the home that is worthy of further 
investigation and deeper conceptualisation. The dimensions that emerge as important 
characteristics of the HBB phenomenon in this sample are now presented as typologies 
and discussed in the following section.  
5.3 A HBB typology?  
HBB is a heterogeneous phenomenon so a single definition is inappropriate. Instead, 
typology framework(s) may help to shape the field. This research has endeavoured to 
consider the HBB and their owners with just such an aim. The initial typology (T1 
discussed in Chapter 2 – Figure 5, see below) was proposed within a broad business 
paradigm, such that the human capital requirements of the business, considered an 
important business factor, were included. However, analysis of the data revealed that 
several other factors were important to the ‘shaping’ of HBB.  
These additional factors were derived with reference to theory and data. In the case of 
Typology 2 (T2) for example, the data collected clearly indicated levels of formal 
educational attainment, thus whether a respondent had a PhD or school level of 
education (X axis). The Y axis, which maps the core human capital requirement of the 
business activity, and the placement of the HBBs along it, was developed based on 
theory and cross-referenced with data. According to Felstead and Jewson (2000), 
discretion indicates the extent to which individuals have control of their ‘job’ role, i.e. 
the level to which the requirements of their job or business activity allow them to 
engage in problem-solving and decision-making activity. The data collected in this 
study was coded according to differing levels of discretion. Therefore, the accountant 
stated a high level of business activity discretion, whereas the B&B owner has limited 
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discretion as their business activity is largely repetitive and client/demand led. Further, 
T2 was validated in consultation with entrepreneurship academics.  
Therefore, as well as human capital required of the business activity (as proposed in 
the initial typology), educational attainment of the owner as a proxy for human capital 
(as opposed to requirements for the business); technology; and gender were identified 
as key factors. Thus in light of the owners and business characteristics identified, and 
referring to the typology proposed in Chapter 2 (Figure 5), analyses of each of these 
typology variations are now presented and discussed in turn.  
T1 Human capital of the owner and location (Original typology proposed)  
 
Figure 5. Human capital and business location typology (T1) 
The emerging evidence reported in this chapter about the features of HBBs in this 
sample at least, suggest that the original typology as illustrated in Figure 5, is limited in 
terms of affording understanding. This is because the human capital axis proposed 
here is conceptualised in terms of the educational attainment level required to 
operate a particular business. In the initial development of this typology it was 
presumed that the human capital of the individual actually owning and operating the 
business would be a match to the human capital requirement of the business. 
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However, this was not found to be the case for this sample and thus a new improved 
typology(ies) is required to reflect this discrepancy. In addition, T1 was an initial 
mapping exercise to distinguish between those who operated businesses in the home 
and those who run businesses from home. However, as this research includes 
investigation of HBBs defined as based at home only (rather than from), distinguishing 
location in this way is now redundant. Nevertheless, it is worth noting that future 
studies should make the location in which work is actually conducted clear as the 
findings of this study suggest some unique business and personal factors of operating a 
business in the home which are likely to differ from those operating a from home 
business. For all further analyses, location is consistent as indicating HBB that is 
conducted in the home.  
T2 Human capital: requirement and attainment  
 
Figure 6. Human Capital: requirement and attainment (T2) 
Typology two (T2) in Figure 6 plots the respondents to the current study according to 
educational attainment of the individual and the educational attainment required by 
the business (i.e. discretion). What this typology appears to indicate is that, for this 
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sample, most of those engaging in HBB do so with a match between their educational 
attainment and what they do with their businesses. This suggests that several of these 
individuals engage in micro business activities based on their previous experience or 
‘what they know’. However, it suggests two further things. First, by being a HBB owner 
it appears that there is the potential to either engage in a business which requires 
greater educational attainment than you have (as is the case for R16 who runs a 
training consultancy and has school-leaver educational attainment), or those who go 
the opposite way and create and operate businesses which require lower education 
and training than the individual operating it has attained (as is found for R3 who is a 
MBA graduate operating a Pilates instruction business). Second, this appears to be a 
gendered phenomenon whereby, women in this sample appear more likely to be 
creating and operating businesses which require low levels of human capital and yet, 
many have high levels of educational attainment. The reverse is true of some male 
respondents, although not to the same degree.  
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T3 Technology: human capital requirement and use of technology 
 
Figure 7. Technology: Human Capital requirement & use of Technology (T3) 
Typology three (T3) in Figure 7 plots the human capital requirements of the business 
against how those businesses are utilising technology. The HBB literature would 
appear to suggest that the prevalence of business services activities are linked to 
improvements and developments in technology. From the findings in this study, the 
way that technology features in these businesses can be categorised as: 1) those who 
run ‘technology-based’ businesses (n=2), 2) ‘technology-facilitated’, i.e. those that use 
technology, for example through Etsy or Facebook, to sell their goods and services but 
it is not a technology business (n=16), and 3) ‘technology-limited’ (n=12), i.e. those 
where technology is limited to low-level activities such as accessing email or no usage 
at all. This typology illustrates that many in this sample were either technology-based 
or are facilitated in their business activities by technology. Thus, in previous research 
that has highlighted the importance of technology, this research may support such 
findings (e.g. Mason et al., 2011). However, this research also finds that over one third 
of these respondents are technology-limited in their activities. Therefore, whilst 
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technology is lauded as a contributory factor towards the growth in the number of 
individuals engaging in HBB activities, it does not appear to reach across the HBB 
spectrum. Consequently, the idea that HBBs are running technology-based businesses 
is the first conception of the sector to be challenged. Second, whilst it appears that 
many businesses do business facilitated by technology, a third of the respondents in 
this sample do not. This infers that any idea that the HBB is homogenous in terms of its 
use of technology must be questioned.  
5.4 Conclusions   
The purpose of sections 5.2 and 5.3 has been to consider both owner and business 
characteristics of the HBBs in this sample. In doing so, the characteristics of HBBs 
emerge as similar, and in some cases unique, in comparison to other small and micro-
businesses. Further, based on this review and analysis, two additional typologies that 
may assist in more clearly delineating our understanding of this phenomenon are 
created and discussed.  
The HBB owners in this sample were well-educated, were aged across the 16-64 age 
range, were almost an equal split of male and female and almost half had dependent 
children. Further, with regards to the age of these businesses, over 50 per cent of this 
sample are young (BMG Research, 2013a). It emerges from analysis of this sample that 
they have characteristics that appear similar to those of small businesses in general, 
especially micro enterprises. Indeed all of the HBBs in this sample are micro 
enterprises. What is interesting about this is that discussion about HBB often posits 
this kind of business activity as ‘different’ to non-HBB. Despite this, when comparing 
this sample of HBBs to micro enterprises with no employees (see BMG Research, 
2013a), key differences emerge. The first concerns the gender of owners. According to 
BMG Research (2013a), 61 per cent of SME owners of businesses with no employees 
are male. Equally, the findings of this study may also indicate that HBBs are not 
overwhelmingly operated by females in contrast to the UK findings of Enterprise 
Nation (2014) (64 per cent HBBs run by females). Whilst recognising that this sample is 
not a representative one, the random self-selection of 17 women-led HBBs (out of a 
total of 30) might indicate that there is greater gender balance in those operating 
HBBs. Human capital (understood here in terms of educational attainment) emerges as 
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another key factor. In many cases in this sample there is a discrepancy between the 
human capital required to operate the chosen business activity and the human capital 
attained by the individual. In most cases, the mismatch between required and attained 
human capital is a downgrading of attained human capital (i.e. individuals with high 
levels of human capital operate businesses which require low levels of human capital). 
This factor is particularly predominant among the women in this sample where nine 
(from 17) represent this group. This suggests that gender may be an important factor 
in considering the type of HBBs that are created.  
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Chapter Six: Why individuals engage in home-based business  
6.1 Introduction and overview  
This chapter presents findings related to RQ2: why do individuals engage in home-
based business? Further, the validity of a theory of entrepreneurial intent – Shapero’s 
Entrepreneurial Event Theory (SEE) – is assessed (objective 2). In seeking to 
understand why individuals create a business, several sub-questions emerge. Each will 
be addressed in turn: 
a) What are the motivations for business creation? 
b) Why home-based business in particular? 
c) What contextual factors are present when intentions are formed? 
d) Is Shapero’s Entrepreneurial Event Theory valid in this context? 
First, the motivations for business creation, which have intrinsic and extrinsic qualities, 
are considered. In addition, interviewees considered creating a HBB in particular to be 
driven by specific motivations, and these include both business and personal factors. 
The self-efficacy, or feasibility, of business creation which is underpinned by financial, 
human and social capital factors is considered next. Thereafter, contextual factors 
within which business creation cognitive processes occur are of relevance. These 
include subjective norms factors, both personal and environmental; and a 
‘precipitating event’ for business creation. Finally, the contribution of, and to, SEE 
Theory is outlined.  
6.2 Motivations for business creation 
6.2.1 Extrinsic motivations  
Financial 
Financial motivations for business creation were in evidence across the sample. 
However there were several different types of this ranging from desire to need. For 
example, for R29 the amount of financial return was very important:   
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To have £10,000 a month coming in whether I’m working or not was a goal. You 
can list as many goals as you want. From the house in [Expensive Location] at 
£1.1million, to going in to space, to going on more holidays, you name it I can 
show you; they’re all on my phone. I’m very goal orientated. (R29, services 
reseller) 
Still in line with attaining financial outcomes were those who sought to generate extra 
income. For example, R24 already runs one non-HBB which he hopes to supplement 
with income from his new HBB:  
I wanted something that would work alongside [Other Business]. ‘Cause [Other 
Business] isn’t going to, you know, provide a fantastic amount of money for 
family and buying houses in [Expensive Location] and doing all that sort of stuff. 
(R24, online property rentals) 
In contrast, for others, such as R28 and R22, there was a distinct need to generate 
income:  
I wanted to get a wage and not be on benefits basically. (R28, spiritual well-
being business) 
Finally, there were HBB owners for whom generating financial returns from engaging 
in their business were not a motivational factor at all, as R30 says of her crafts 
business:  
I mean that’s one side of it, but I don’t really do it for the money. I do it just for 
the satisfaction. (R30, accessories manufacturer)  
Wealth creation is widely reported as a principal motivator for business creation 
(Kuratko et al., 1997; Carsrud and Brännback, 2011). This research finds that financial 
motivations for engaging in business creation are an important underpinning factor 
but that the extent to which it is a driver of HBB varies. Financial returns were desired 
by some, needed by others, were for ‘extra’, or not a huge factor. Indeed, the primacy 
attributed to financial motivations for business creation of small firms in general, 
whilst present in this study, is not a uniformly held attitude towards HBB creation. 
Further, this may reflect the low income levels of this particular sample.  
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Status 
In this research, recognition factors – need for approval, achievement, status and 
influence (Carter et al., 2003) – were more commonly reported than stated financial 
motivators. Over half the sample indicated that this was of importance to them and 
was equally the case for both males and females. For example, R14 is very explicit 
about his desire for recognition in terms of a need for approval and status with regards 
to his skills: 
I wanted to become known to be good in my field. I don’t ever want to be 
known as an expert, because I think experts are just ego-led. […] But being 
known for being good in your area is really my main aim. And all the projects 
I’ve worked on I’ve basically, you know, got written into the contract saying yes 
I’m happy to work for remuneration whether it be in terms of equity or of actual 
money, but you’ve also got to promote me as being a knowledgeable person in 
the area. (R14, data management) 
Alternatively, R17 seeks status through her attempts to influence her customers in 
terms of educating them about her and her culture (R17 is originally from Tanzania). 
She says: 
You know, a lot of people are like: Where is Tanzania? You know, a lot of people 
are like, oh right. Is that where Kilimanjaro? Is Mount Kilimanjaro in Tanzania? 
So a lot of them actually use Kilimanjaro, to educate a lot of people, to tell 
them: this is the taste of Tanzania; this is where Tanzania is. We are promoting 
the country as well. (R17, food manufacturer) 
Status and recognition in various forms were found to be common across this sample. 
This would suggest that recognition and the status of a business owner has significant 
value for those who engage in HBB. Hessels et al. (2008) find similar in the small 
business context generally, as does research investigating other contexts (e.g. 
Dhaliwal, 2000, on ethnicity; Segers et al., 2008, the capitalist economy). This finding 
contrasts somewhat with those of Daniel et al. (2014) where they report that their 
sample created online HBBs as a form of ‘affordable loss’ such that individuals would 
be able to protect their status and reputation in the case of failure. In this sample 
however, business creation was seen to positively reinforce one’s status and 
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reputation and some of the sample were keen to identify with being an 
“entrepreneur” (e.g. R6, R1). This fits with the research of Farmer et al. (2011), who 
found that identification with the entrepreneur ‘label’ impacted on motivations to 
seek it as an outcome.  
6.2.2 Intrinsic motivations  
Personal development  
Personal development was also very important to this sample. It was often expressed 
by individuals as how far they could push an existing, often creative, outlet (R23, R27, 
R28, R30, R5). R23 says of her jewellery making business: 
The more I go into it, the more I just got obsessed with it basically, and I was 
just like wanting to make stuff all the time. (R23, jewellery manufacturer) 
For others, they were attracted by the challenge of creating their own business (R24, 
R1, R18, R20). In R24’s case this is an online property rentals business:  
It’s nice to think that you’re actually creating something. […] When you think 
about it, you know, there’s only a certain level you can ever go to in a corporate 
environment. You’re kind of slogging your guts out on a daily basis to get the 
next promotion […] I feel like it makes much more sense to have the courage to 
go and try and create something yourself. (R24, online property rentals) 
Personal learning and development was also discussed (R1, R30, R19, R22, R3, R8). R1 
created his business so that he could continue to learn and be active in the social 
media industry while completing his PhD:  
I wanted to keep my skills and experience in the industry [social media] fresh 
you see, so that I could say I have been doing this and that for these customers 
and all that. (R1, social media marketing company) 
The results of this research would suggest that personal development, which describes 
opportunities for learning, challenge and accomplishing new things (Carter et al., 
2003), is the most often reported intrinsic factor. This finding may reflect the high 
levels of human capital attainment in this sample. Further, the importance of personal 
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development to this sample might suggest that some HBBs are created by those 
seeking to pursue behaviour, in this case business creation, which provides an 
opportunity for personal development. As R19 says “I wanted to see if I could do it”.  
Control and autonomy 
Control was a consistent feature of the explanations that individuals gave for why they 
chose to start their businesses. Some explicitly stated control as a motivating factor for 
business creation. For example, R29 says: 
Having that control. Design your own destiny. That was the real reason (R29, 
services reseller) 
However, control also manifested in different ways for these business owners. First, it 
was about working for one’s self and as a result being able to profit from your own 
labour. R14 says: 
In London about two years before I left I decided I was tired working for other 
people and basically working long hours for – it was a good team don’t get me 
wrong – but I was tired of giving them a lot of work which they would then use 
to forward their own career. And I’ll basically end up, you know, working 
fourteen-hour days and they get to swan around in a suit. (R14, data 
management) 
For others, it was about controlling their work environment situation. R29 says:  
Originally back ten years ago I got fed up of the politics. And it was - - I know 
that I did a good job for my clients because my clients followed me from one 
place to another. [… I] left and became self-employed ten years ago this year 
(R29, services reseller) 
The autonomy that these HBB individuals perceived that they could achieve through 
business creation was also part of them seeking to gain greater control; a finding 
common to micro-businesses also. Many referred to their ability to make their own 
decisions, or have the autonomy to pursue their own goals. For R13 this meant being 
able to use part of his business time to do pro-bono work. For R24 a lack of decision-
making authority in previous employment encouraged him to seek ‘control’ by creating 
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his own business.  For R19, amongst others (e.g. R26, R27, R5) it was about being one’s 
“own boss”. Finally, experiences of office politics or difficult work environments were 
also viewed as an antithesis to autonomy, which led R22 amongst others to comment 
that this was a driver to creating their own business. Thus, as discussed in Chapter 2, 
when Cohen and Musson (2000) and Feldman and Bolino (2000) propose that getting 
away from these characteristics of bureaucratic organisations may be a motivator for 
self-employment, this research would suggest support for this.  
Flexibility  
Flexibility was also considered important by this sample for a variety of reasons. 
Primarily this was associated with accommodating life interests or commitments 
around business. For R21 and others (e.g. R23, R15, R26, R25, R24), both male and 
female, the vision of running a business was tied to the perception of its flexibility 
related to family: 
And I just kept seeing myself sitting in my living room, you know, with my 
parents over for lunch, and you know, the kids coming back and you know, just 
very much being at home, being able to cater to family, but this business was 
ticking away in the background. (R21, ceramicist)  
For R1 and R29 flexibility in their businesses facilitates simultaneous engagement in 
other activities that are important to them such as a doctorate (R1) and another 
business (R29).  For R7, the perception of a (home-based) business as flexible to 
accommodate new opportunities was attractive. 
One of the reasons that I wanted to work for myself was because I wanted the 
flexibility and the freedom to take opportunities as they came along. (R7, 
musician)  
According to the literature discussed in Chapter 2, flexibility, often described as work-
life balance (WLB), is an important intrinsic motivator (e.g. Jennings and McDougald, 
2007; McGowan et al., 2011). Whilst flexibility was reported it was not specifically 
referred to in terms of WLB. Nevertheless, whilst not described in this way, the 
motivators discussed would suggest that many of these HBB owners saw business 
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creation (at home) as one means in which a variety of life activities could be facilitated, 
especially around time management.  
6.3 Motivations for home-based business creation 
As previously discussed, during data collection it became evident that the research 
participants drew a distinction between their attitudes towards business creation in 
general and those discussed in relation to establishing a home-based business in 
particular. HBB-specific motivations have previously been classified as either ‘business’ 
or ‘personal’ and these are discussed in turn below.  
6.3.1 Business  
Several ‘business’ elements were, according to the participants, specific to this 
operation model, and which may contribute to the feasibility of creating a business. 
The business factors included: costs (including business type), business risk and 
convenience.  
Costs 
Costs, or rather lower costs, which were perceived to be associated with creating and 
operating a HBB were the principal factor across the sample being mentioned in 22 of 
the 30 cases. For R14 it was about reducing costs at the start-up phase of his data 
management business: 
I get the low costs just now; I can minimise my costs. […] For most embryonic 
businesses, and I’m still within the first year of starting, that cost [for a virtual 
office] can be prohibitive. […] So really, running a home-based office is an economic 
decision. (R14, data management) 
For others such as R16, money was not freely available to support them in the initial 
stages of their business creation: 
I started my business with nothing; I mean absolutely no money at all. I think I 
spent fifty pounds on business stationery. That was it! I mean I used my home 
phone. (R16, training consultant)  
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Thus, the potential to create a business may appear more feasible when based at 
home as this reduced costs in the initial stages and potentially on an on-going basis.  
Related to costs was the business ‘type’. According to the owners, the type of business 
they operate very often does not require an office base and therefore HBB became a 
possible and obvious fit for the business and a cost saving measure. For example, R18 
“just need[s] a computer, just one computer, which is why we don’t need an office”. 
Even businesses that traditionally follow a ‘brick’ model for example, a property 
rentals business, can be based at home. R24 says “I can do everything from home that, 
you know, [Estate Agent] can do in [Town]”. Additionally, R22 found the home to be a 
business selling point for her training agency. She says: 
There’s no real requirement for me to have any premises and I think that’s one of 
the things that people like, that their staff are still on site. (R22, training consultant)  
According to literature reviewed in Chapter 2 there are two principal business reasons 
for the creation of a home-based business: costs and business type. First, start-up 
costs, and costs to the business in general, are reduced due to two activities occurring 
in one location (Loscocco and Smith-Hunter, 2004; Newbery and Bosworth, 2010; 
Mason et al., 2011). This research would certainly support those findings. Second, the 
type of business is proposed as a contributing factor for why a business could or would 
be based at home (e.g. Soldressen et al., 1998; Enterprise Nation, 2009; Ekinsmyth, 
2011). Again, this research would support previous findings.  
Business risk 
The risks associated with going in to business were very important to the sample. Risk 
was about how they would manage their business to minimise initial start-up costs or 
to reduce on-going business operation costs. In the first instance, minimising business 
risk was important in the initial start-up phase (e.g. R23, R1, R10). In the case of R17 
this was about testing the market and controlling costs.  
I thought, you know, I cannot just like jumping and start like working in a 
commercial kitchen. I should start like really testing and see how people like it. Just 
using my own kitchen, using my own time. (R17, food manufacture) 
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Further, several owners also identified that the cost-model of a HBB was necessary in 
order to be in business in the first instance, otherwise costs would be too great for the 
business to be (financially) viable. Therefore, risks were minimised by not 
overstretching the business. R9 says: 
It wouldn’t work [without being at home] because you wouldn’t have any profit 
if you were going out to work anywhere. It’s perfect for being at home. (R9, gift 
manufacturing)  
 
Choosing to start a HBB also appears to have been about minimising on-going business 
operation risks to costs. For R6 who plans to grow his IT business outside the home, 
HBB operation means he can do that in a controlled way and not risk his business. 
Additionally, R19 explains how he was only able to deliver his services at an 
appropriate market value (in his opinion) by being home-based: 
I think it helps the fact that I run from the house. If I was running from an office, 
you know, my fees would go up ten-fold to pay for it. […] The sooner you start 
to go bigger, your fees start to go up and then you start not getting [jobs]. I 
mean I still lose jobs on fees. (R19, draughtsman) 
 
Thus, these findings would suggest that creating a HBB is not only a means by which to 
minimise costs, but the risks associated with costs at both the start-up phase and also 
on-going issue during business operation. Several owners identified that if their 
business were not home-based, they would not be able to run their businesses at all. 
Therefore, it would appear that cost control and business risk management may be 
inherent in the selection and operation of a HBB, therefore contributing to its 
feasibility.  
Convenience  
The convenience afforded by starting the business at home was also important to this 
sample. For some this was about feeling ‘comfortable’ in their surroundings and for 
others if they worked ‘off-site’ it would have made it more difficult to conduct their 
business. R17, for example, explains: 
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And the convenience, I can just get up in the morning. Like yesterday, I got up at 
four in the morning and start making a new batch. So if I was using a commercial 
kitchen I would feel even going to somewhere, you know, at night would be too, 
you know, just too much. And then preparing in the house, I find very it’s 
convenient. It’s my own kitchen. You see everything is there for me. I use a 
dedicated fridge just for the sauce. In the one room, just one section, I can do all my 
paperwork there. You know, if I’m tired I can go lie down just there. (R17, food 
manufacture)  
Convenience also referred to having the business ‘on-site’ so that it was possible to 
work whenever it was required by clients or when the individual had time. 
Additionally, convenience also related to reducing the need to commute to work, 
which was essential to several members of the sample (R4, R26, R13 and R12). Further, 
for some it was because their existing homes could be used or adapted to house the 
business. This was the case for R30’s accessories manufacturing firm and R21’s ceramic 
manufacturing business.  
Just because it was easier and at the farmhouse we’ve got two sitting rooms 
and one of them wasn’t used. (R30, accessories manufacturer) 
These findings would suggest that convenience was a significant business-related 
motivator in terms of reducing travel to work time and the fact that an appropriate 
space was available in the home in which to conduct their business. This finding likely 
reflects the high number of service businesses in this sample.  
6.3.2 Personal   
Choosing to operate a business in the HBB format was linked to several personal 
factors: the meeting of dual needs; engaging in a hobby business; reducing the 
personal risks of business creation; and lack of alternatives.   
Meeting dual needs: health and life commitments  
In some cases, the choice to create a HBB was linked to health or health concerns, as 
was the case for R28 who had suffered a severe illness in her early twenties. Being at 
home means R28 can rest when she feels she needs to and also her home can 
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accommodate carers when they come to do support and care work for her. R3 and R8 
also describe health-related reasons for choosing to change their existing work 
arrangements to pursue HBB creation. In seeking to resolve her health issues, R3 
retrained and created her business which offered her a means to meet her health 
needs while earning money. For R8, back problems led to her leaving her previous job 
that required heavy lifting (end of life nursing) and pursue her HBB full-time which 
does not require strenuous physical activity (genealogy researcher).  
The other area in this category was life commitments. In particular this refers to a life 
stage factors. For example, when an individual may become a parent (R21, R15, R23, 
R26, R28, R4, R9, R25 – note R25 is male) or when nearing retirement (R20, R8, R5). As 
a mother, R15 is clear that her preferred business option was to be home-based in 
order to manage her family commitments: 
Because of my, I think family arrangements – that’s a huge reason. Because I’ve got 
two little children – two and a half and three and a half. (R15, reseller of household 
cleaning products) 
In seeking to facilitate meeting dual needs, that is working and being a parent, the HBB 
model also offered the potential to off-set ‘personal’ family-related risk. In this sample 
this was most often related to childcare costs (R23, R9, R15): 
I decided I didn’t want to have to pay for two children in childcare and all the rest of 
it. (R23, jewellery manufacture) 
The majority of personal HBB creation examples point to the personal desire to 
manage dual needs – health and life stage – by means of operating a HBB. Only one 
participant mentioned their WLB throughout the course of the 30 interviews, but 
despite the lack of direct attribution of a HBB to WLB, the perception that a HBB can 
facilitate meeting dual needs was evident. As noted in Chapter 2, this would appear to 
be labelled as a desire to achieve WLB and as such these findings would support those 
of Walker et al. (2008) and Bell and La Valle (2003) for example. It is also worth noting, 
with the exception of one participant (R25), all of those citing meeting dual needs were 
women. This supports findings in the literature (e.g. Baines and Gelder, 2003; Berke, 
2003; Thompson et al., 2009), although Mason and Reuschke (2015) report no link 
between female HBB owners and childcare commitments. Nevertheless, whilst in this 
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research it would indeed appear that women with dependent children chose to create 
a HBB in order to manage their dual commitments, it is not explicitly framed with 
reference to work-life balance (WLB). This may perhaps suggest that the mothers of 
dependent children in this largely female sample have chosen a route which they 
perceive to give them a suitable option to manage both, namely by creating a HBB.  
Hobby businesses 
The pursuit of a particular interest, or hobby, was also a driver for selecting a HBB. The 
business as an extension of a hobby was explicitly recognised in some cases (R7, R8, 
R23) or linked to realising creative ambitions (R27, R23, R30). As R7 puts it: 
I was also becoming more and more interested in the arts and in music and in 
theatre. And I thought, well, I’m never going to be able to develop that side of my 
interest if I’m stuck in a nine-to-five job somewhere. If I create my own [home-
based] business, which gives me flexibility, it’s going to give me the freedom to 
discover what I really want to do with my life. (R7, musician) 
For hobby businesses, the HBB allows them to operate without incurring additional 
costs that would risk their pursuit of the hobby and put additional strain on their 
‘business’. Thus, the HBB facilitates an individual to pursue an interest, sometimes as a 
business ‘sideline’, and sometimes on a full-time basis. This element of interest-based 
or ‘hobby’ business has previously contributed to the perception of HBBs as non-
growth orientated, that is ‘lifestyle’, and of marginal economic value. The findings of 
this study would suggest there is little evidence that hobby-based HBBs are less 
valuable than non-hobby ones in terms of business characteristics (i.e. business 
revenue, age, duration of working hours, industry), notwithstanding the relatively low 
revenue figures reported across the sample.  
Personal risk 
Another personal reason for creating a HBB, cited by a couple of respondents, was 
about controlling for personal risk. This appears related to a form of acceptable loss in 
case of failure or other change. R19 and R9 discuss how running a HBB means the 
profile of the business is such that should circumstances change, this would minimise 
the loss.  
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My business is all, kind of, nobody will ever know [if it fails]. I don’t have a shop and 
I don’t have lots of different things to think of. (R9, small gift manufacturer) 
This element of personal HBB creation motivations does somewhat reflect the findings 
of Daniel et al. (2014) in terms of affordable loss which would minimise loss of face in 
the event of business failure. However, it does not seem that these individuals were 
concerned with ‘saving face’ but rather with having a practical approach which meant 
that if the business discontinued for any reason, it would not have insurmountable 
financial or personal consequences.  
Lack of alternatives  
Finally, several of the sample discussed factors that left them with little choice other 
than to create and operate a HBB. Occasionally this was because there were limited 
local opportunities to work in what they were skilled at. R4 explains about how her 
qualifications were unsuitable when she moved to Scotland: 
I came from Argentina and with my qualifications as a teacher and I couldn’t 
use them here because they are not valid. In order to be a teacher here I had to 
study all over again. And I rebelled against that. (R4, translator) 
 
Additionally, in the case of R16 and R21 they saw themselves as ‘unemployable’, one 
due to age (R16) and the other due to their work history (R21): 
 
Had a whole variety of jobs and eventually got into training and in my forties 
had a job which I absolutely hated. So I resigned and the only choice for me was 
to become self-employed, essentially as a trainer and management consultant. 
[…] I really didn’t have any choice. There was no alternative. Nobody was going 
to employ me at that age [47]. (R16, training consultant)  
 
For those who experience a lack of alternatives due to few employment opportunities 
or because of their age and work experience, creating a HBB represented a solution to 
their personal requirement to generate income. The HBB allowed them to become 
self-employed, while reducing risk factors, and avoiding perceived problems with 
gaining employee status.  
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6.4 Self-efficacy   
Self-efficacy, or as Shapero and Sokol (1982) term it, perceived feasibility, is a measure 
of personal perceptions of human, financial and social capitals which make an 
‘entrepreneurial event’ appear feasible (see Chapter 3, Section 3.3). As such, each 
form of capital will be outlined in turn.  
Human capital 
Most often respondents demonstrated a form of human capital related to their 
business. It should be noted that these covered a wide range of formal educational 
attainment levels from vocational to doctorate and/or work related experience. 
Frequently human capital was directly related to what the business did. For example, 
several had qualifications in the field in which they traded (R2, R3, R4, R6, R7, R8, R10, 
R12, R13, R18, R21, R22, R25, R26, R27, R30). R18 is a representative example: 
I got my degree from [University] in computer engineering. And after that I 
started - - because in my final year my project was communication which was 
based on a new technology called V.O.I.P. Voice over Internet Protocol. And 
after completing my degree I researched more on this thing. And I developed 
many solutions available in the market. And after I got idea how to do all this 
stuff and then I designed and implemented the whole system successfully [for 
my business]. (R18, telecommunications services) 
 
Previous employment experience in their business field was also common and this was 
occasionally in addition to formal or additional qualifications.  
Human capital accumulation, whether through formal qualifications or employment 
experience, was of importance and relevance to almost every respondent in this well-
educated sample. This was particularly related to specialist human capital in terms of 
the kinds of businesses created, i.e. a trained accountant created an accountancy 
practice. This was also true of businesses where a discrepancy may exist between 
levels of formal educational attainment and the human capital requirements of the 
business. For example, there were cases where an individual held high formal 
qualifications (e.g. MBA) yet undertook further vocational training related to their 
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subsequent business (e.g. pilates qualification). Elsewhere work experience generally 
contributed to self-efficacy, for example, R9 describes how her customer services 
training from working in luxury hotels transferred to how she packaged the small gifts 
she manufactured.  
Financial capital  
Having explicit financial capital to support the establishment of their business was less 
common than human capital in this sample (n=11). Furthermore, it was seen to take 
several forms. For only two (R8 and R14), financial capital came from an initial personal 
investment. In some cases individuals had access to grant funding in the start-up phase 
of their business (R7 and R21) or took a bank loan (R20). By far the most common form 
of supporting a fledgling business at start-up and beyond was having a second job (R1, 
R4, R11, R12, R17, R18, R24, R27, R30). In some cases, this only lasted a short time: 
You see when I started the business actually, I should say I did work two days a 
week as an environmental consultant, and that guaranteed my wages. (R28, 
spiritual healer) 
 
For some, working and running a business at the same time is an on-going situation. 
While welcomed by R30 who is a primary school administrator, others such as R24 
with a high street franchise, would prefer their HBB to be their only source of work: 
 
Just because I love my job as well. I love my work at the school. You know, I’m 
kind of like a people person and I like every day on that front desk is a different 
day. With parents coming in and different things happening in the school. And I 
don’t want to give all that up, you know, to make all these [accessories] and not 
meet people. (R30, accessories manufacture) 
 
I wanted to find something that could build up slowly so that I could pull back 
from having to be operationally involved with [Franchise] and build another 
business alongside it. Ultimately, to try and sell [Franchise] and just do the 
letting agency. But it’s quite good because as I get more properties with 
[Company Name] then I can pull further and further back from [Franchise]. 
(R24, online property rentals) 
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Finally, for half the sample, there was implicit recognition of the importance of having 
a partner who was in employment and/or other whereby they could provide a financial 
buffer. As R26 explains:  
 
I was married at that point. I had a husband who produced a salary as well so I 
think it would have been quite a big jump to take to set up on your own from 
scratch where you knew you had to meet a monthly mortgage payment. So I 
probably had a bit of a cushion there that I could work and if it didn’t come in as 
quickly as I’d hoped, it wasn’t a disaster. (R26, accountant) 
 
Whilst financial capital in various forms is evident in this sample, over a third of the 
sample did not describe financial resources as part of their journey towards business 
creation. In addition, many more of the HBB owners do not describe having extensive 
reserves or finances or access to other sources of finance beyond their own activities 
(i.e. savings, second job). This may suggest several things. First, it is likely that financial 
capital is linked to concerns about costs and risks identified (see Section 6.3). In 
tandem, SEE theory would suggest that financial capital contributes to perceived 
feasibility, which ‘enhances’ intentions. Thus, there may be a link between level and 
type of capital and the creation of a HBB, whereby the ‘features’ of the capital act as 
both a facilitator and a constrainer for business creation activity. Second, it is likely 
that the amount of financial capital available affects the kinds of business that can be 
started. Finally, whilst not explicit in many cases, there was evidence of implicit 
support from the partners of these business owners. It could be that partnership 
support enables the business in the initial stages and reduces some of the pressure 
associated with creating a business which otherwise may have had to provide a 
complete household income. Again, the considerations around financial capital and its 
contribution to the feasibility of creating a business are indicative of the risk profile of 
many of these businesses. It appears that significant consideration is given to the 
likelihood that the business is not likely to constitute risk to any great extent either in 
terms of financial or personal consequences.  
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Social capital 
Social capital refers to access to networks and contacts for business purposes. In this 
study, social capital was discussed mostly in terms of having friends or family who 
already operated businesses. However, explicit references to social capital were also 
less apparent than human capital (n=7). Where it was evident was mostly in having 
friends or business ‘partners’, or as a result of setting up a business in the same 
industry that they had previously worked in. For example, R19, R30, R9, R20 and R28 
were working with others or knew others who were doing the same thing. In R20’s 
case she had a family member who also runs a B&B and who provided a vital source of 
business start-up information:  
I used to go out and help my cousin. She has a lovely bed and breakfast out in 
[Rural Place], in the middle of Ireland and she’s run bed and breakfast for years and 
she needed someone to do the breakfast for that year. So I did that just to kind of 
learn how she ran her bed and breakfast. So I got - - I would hate to have done this 
without having done that, because it gave me so much insight into what I needed. 
What processes to put in place, which you’d never find out in a book. All about 
getting deposits, and just the way to treat your clients really. (R20, B&B)  
 
For R13 and R10 it was about having contacts in their business field, as R10 says of his 
management consultancy:  
So I knew that I knew people in the industry and sort of felt confident that I 
could win some work. (R10, management consultant)  
 
There were a few cases where previous work contacts may have contributed to 
business creation and initial business activities, e.g. previous employers were first 
business clients. Otherwise evidence for social capital as a feasibility indicator was 
limited to the implication of tacit knowledge borne of having personal links to 
businesses through family and friends and industry contacts.  
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6.5 The effect of context 
In addition to personal and individual motivators towards business creation, context 
influences business creation intentions (e.g. Shapero and Sokol, 1982; Elfving, 2008). 
Context is explored in terms of subjective norms (how socially acceptable business 
creation is) and the precipitating event (a ‘tipping point’ which ‘enacts’ business 
creation intentions – see Figure 3 in Section 3.3). Each of these is considered in turn.  
6.5.1 Subjective norms 
Subjective norms refers to two complementary areas: ‘environmental norms’ which 
describe cultural factors, in this case related to views about business creation, and 
‘personal-direct norms’ which refers to direct contact with individuals that may 
influence business creation perceptions.  
Environmental norms 
For several interviewees (R2, R20, R21, R3, R12, R4), it was perceived that starting a 
(home-based) business was a ‘norm’ in their industry (e.g. translation, arts and crafts 
production).  
I mean my business is really freelance. Because most agencies, translation 
companies, will only work like with freelancer translators anyway. So, it’s kind 
of a set, if you want to get into translation you will at some stage have to be 
freelance. (R2, Translation services) 
 
For others (R6, R14, R15, R17, R18, R24, R29, R28, R3, R23, R30, R12, R19, R22, R20, 
R25), as discussed in Section 6.2.1 above, status was reported as a motivator and this 
is afforded by cultural ideas of business and business ownership that identify as having 
‘prestige’:  
I mean because it’s your own business, you are fully accountable for all the time 
that you spend. And I think that makes a different to people who just work from 
home one day or two days a week for somebody else. And that is something I 
really feel quite strongly about. (R26, accountant)  
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Personal-direct norms  
Many of the participants had other members of their immediate family who either 
currently run a business or had done so in the past (n=20). R15’s family, for example, 
placed a high value on having one’s own business:  
You see I always - - even in my family there was always a thing for having my 
own business. I’ve always liked the idea to work for myself. (R15, reseller of 
household cleaning products) 
 
Further, in several cases, close contact with family and friends with business 
experience or running similar businesses had resulted in direct support for the aspiring 
or established business owner (e.g. R1, R28. R10, R16). R1 explains:  
From my wife’s side, many of them have their own businesses. And actually, my 
mother-in-law she’s got a home-based business as well. So we have gotten a lot 
of advice from her, because she knows the challenges and all that. (R1, online 
marketing services) 
 
However, it was not always the case that individuals were exposed to subjective norms 
within their immediate family or industry:  
 
I sort of fell into it. I’d always worked. I’d always worked in paid jobs. And I 
don’t think I would ever have gone into business. My family all work, you know. 
[…] So yeah, I probably wouldn’t have thought I had any of the skills, or 
whatever needed. (R22, training consultant) 
 
As noted in Chapter 3, previous research has found mixed results for the value of 
subjective norms in contributing to individuals forming intentions to pursue business 
creation actions and have often concluded that subjective norms do not have a 
significant impact on behaviour (e.g. Taylor, 1996; Krueger, 2005). However, in this 
research, many of the participants had personal role models, for example family 
members or close friends who were running a business. While almost none directly 
linked this with the creation of their own businesses, it suggests that running a 
business was not an unknown and was not likely to be ‘frowned upon’ by people close 
to them. In addition, to personal direct link norms there were wider environmental 
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norms that were discussed. These stemmed predominantly from industry norms such 
that in particular industries the expected status was to be ‘freelance’ or ‘self-
employed’. Therefore, it may not be that individuals sought out to engage in behaviour 
that resulted in social acceptability from the wider environment, but simply had to 
adapt to the norms of their preferred industry. These findings offer support for the 
empirical work of Liñán et al. (2013) who found these two factors in their study of 
Spanish and British students, whereby subjective norms were the underlying 
antecedent subsequently mediated by attitude and self-efficacy.  
6.5.2 Precipitating event  
According to the SEE model (Chapter 3), events that precipitate business creation can 
be either positive or negative, pull or push. Pull events involve business opportunities. 
Push events equate to negative displacements that include internal displacement, job 
dissatisfaction, out of place or between things, or voluntary migration. Each of these 
factors will be discussed in turn.  
Pull Events 
Several of the participants perceived that they had identified an opportunity that they 
chose to pursue. In most cases this took the form of an existing product or service that 
the individual was already involved with, but they then chose to make it a business. For 
example, several of those in manufacturing developed their product after 
encouragement and interest from friends and customers (R17, R23, R19): 
And then basically I had a kind of a eureka moment when I was giving away all 
the stuff that I was making and people were like “why don’t you sell this?” and I 
was like “do you think people would buy it?!”. And so I did a craft fair and pretty 
much sold out. And I thought maybe I can do this. So I decided to sort of give it a 
go, making jewellery. (R23, jewellery manufacture) 
 
It is worth noting that perceiving an opportunity to create a business as R23 did, 
appears to be associated with having a desire and motivation to then create that 
business as theorised by Gilad and Levine (1986).  
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For others, an opportunity presented itself as a result of them scanning the market or 
someone offered them a chance: 
So I just kept like coming up with ideas, Googling things, kind of looking at other 
people’s pages and then I saw the demand for these keepsake bears. (R9, small 
gift manufacture)  
 
In contrast to ‘opportunities’ many more negative displacement, or push factors, as 
categorised by Shapero and Sokol (1982), were discussed by the participants. Indeed 
every participant, save one, discussed a factor that could be classified as a push factor, 
although several also mentioned pull factors in tandem.  
Push Events  
Internal displacement  
Internal displacement is ‘time dependent’ and can refer to age and life stage. Internal 
displacements for this sample cover three key areas: self-perception of their age, 
retirement, and family stages – either the arrival or departure of children.  
R16, for example, felt his age was the critical factor in contributing to his decision to 
create a training consultancy business. For R20 and her husband, a situation regarding 
their home arose which, due to their respective ages (60 and 67) and R20’s impending 
retirement, placed them in financial difficulty. As R20 explains, they had little option 
but to find a means to generate income in order to resolve their issue:   
So that was the real reason I suppose for us doing it because we had to pay the 
family these thousands [to keep the house]. And it’s not easy when you’re at 
our age (laughs). (R20, B&B)  
 
By far in the majority was the issue of life stage particularly in relation to family. In the 
main, most internal displacement was stimulated by the arrival (and care of) children 
(R15, R21, R23, R25, R26 and R9), although in R30’s case, it was the departure of 
children from the home that contributed to her business creation.  
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Job-dissatisfaction 
Shapero and Sokol (1982) describe job-dissatisfaction as boredom in a job, 
underemployment or creative or technical frustration. Frustration or boredom in a job 
was a recurring theme across the sample (e.g. R19, R24, R5, R16). R5 provides a clear 
example. As a creative hairdresser, she felt exceptionally strongly about this point, 
describing how her creativity was frustrated by previous work environments: 
Why should anyone gain from somebody else’s talent? It’s like they – people 
with financial power – see people with creativity as being weak and I don’t like 
that. So to me it’s slightly abusive. […] I came out of there and four years ago I 
decided I’m brilliant at doing long hair, I keep getting told I’m brilliant at long 
hair, and that’s why I thought, no, I want to work from home. I do not want 
anyone having any empowerment on me or over me. I’m out of there and I’m so 
glad I am. (R5, hairdresser)  
 
Other job-related factors included those concerning office politics/conflicts, 
redundancy, not being promoted or demoted or no opportunity to get a job in the 
industry. Changes to the workplace were mentioned by several participants:  
Basically what happened was there was a change of management a couple of 
years ago and it became a lot more cutthroat business focused. And […] I was 
involved with the data group; in fact I was in charge of the data group. But 
basically they then started to understand that the data was one of the core 
assets of the company. So all of a sudden, you know, I had been working 
fourteen-hour days, six days a week to build a data team, to get it right, doing 
the right thing and then come along a few managers and think they want my 
territory and push me out. (R14, data management services)  
 
The lack of opportunity with an employment situation was also a motivator. For R2 a 
promotion was unlikely to arise. Additionally, redundancy or the threat of redundancy 
was a factor for R6, R10, R11 and R22.  
 
The kind of driver for setting up the business was that the company that I used 
to work for, the consultancy I used to work for they were struggling a little bit, 
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so hours were cut to three days a week instead of five and there was a threat of 
redundancy. (R10, management consultant)  
Out of place or between things 
This describes when one job may end and there is a ‘gap’ until another may start or 
when one is fresh out of education or another institution (Shapero and Sokol (1982) 
refer to prison as an example).  
Amongst this sample there were those who had left university with nothing to go to, 
found themselves in a new place, had retired or were unemployed and ‘between jobs’ 
(R27, R28, R2, R4, R7, R12, R19, R20, R8) . As an example, R27 explains what it was like 
for her when she left university, explaining that to work in her field she had to create a 
way to do that: 
I suppose after leaving Uni I kind of naively thought there would be a job in arts 
and design, but there just weren’t jobs out there for me with my education. So 
that kind of meant I had to - - if I wanted to continue within the field that I am 
[fine art], then I’d have to be a lot more self-sufficient so to speak. (R27, 
printmaker) 
Voluntary migrants 
This refers to individuals who voluntarily migrate to a new country as per Shapero and 
Sokol (1982). This was the case for six of the sample: R4, R17, R1, R18, R15 and R12. In 
R15’s case, she found getting work difficult and so has decided to create her own 
business:   
And because I’m a foreign person in UK, I found that companies in UK don’t 
treat me equally. I just thought that I might have been better than being a 
personal clerk. For instance, I couldn’t find work in Human Resources 
Management because I didn’t have any experience in that field, only a degree, 
and I found that companies they didn’t look at me as a potential person who 
would be best for them. (R15, Polish, reseller of household cleaning products)  
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As noted in Chapter 3, the precipitating event is akin to ‘push’ or ‘pull’ factors as per 
Gilad and Levine (1986), or as described by Vorley and Rodgers (2012), critical 
incidents which result in a ‘tipping point’ which stimulates an entrepreneurial event. 
This research found that precipitating events were in clear evidence in this sample with 
both push (i.e. displacement events) or pull (i.e. opportunity) described. On the whole, 
push factors were discussed by almost every participant in the research, the exception 
being R13. The high incidence of push factors reported by this sample echoes 
Australian findings in research conducted by Walker (2001). Additionally, there was 
evidence of all of the push factors identified by Shapero and Sokol (1982): internal 
displacement, job-dissatisfaction and job-related, out of place and voluntary migrants. 
It should be noted that this research has been conducted after a sustained period of 
economic contraction. There were several participants who described redundancy or 
threat of redundancy as their precipitating event, though it is also worth noting that 
these only accounted for five of the sample. So while it may have been an important 
contextual factor for these participants, it is not a main driver of HBB creation in this 
sample.  
Pull events were also discussed with just over a third of participants citing pull-related 
precipitating events. What this indicates is that push and pull precipitating events do 
not exist in isolation from each other and business formation may occur as a result of 
both. The push/pull crossover has been a finding in several other papers (e.g. Hughes, 
2003; Dawson and Henley, 2012). As research using SEE Theory has been somewhat 
limited it is difficult to say whether the significance of the precipitating event 
antecedent is associated with the creation of HBBs in particular or would be found 
across small business generally; this presents an area for future research. What it does 
indicate is that SEE Theory has a valuable contribution to make in understanding the 
formation of (HB) businesses.  
6.6 Implications for Theory: Shapero’s Entrepreneurial Event  
Three antecedents of SEE – perceived desirability, perceived feasibility and 
precipitating event – are clearly in evidence in this study, and the cognitive process 
proposed is also found to some extent (refer to Figure 3, Section 3.3). Thus, SEE theory 
appears to be a robust and appropriate model for understanding business creation 
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intentions and behaviour in this sample of Scottish HBB owners. However, some of the 
narratives of these individuals indicate that the link between their precipitating event, 
its causal relationship to other antecedents, and subsequent business creation did not 
‘fit’ the existing SEE model. For example, R9 describes how the arrival of her second 
child prompted her business creation decision: 
He’s eleven months. And my daughter’s four. So yeah, I decided I was having a 
business before I knew what I was gonna have a business about. I was having a 
business. That was me. I was like, I was gonna work from home. (R9, small gifts 
manufacturer)  
In R22’s case, her redundancy was the impetus for her to start reviewing the credibility 
of her (work) options:  
Well I was made redundant in 2008 from a training job I had. […] And I couldn’t 
find any work. And then in June, one of the previous customers had asked about 
training because they’d just couldn’t find anyone […] And, well I didn’t know 
anyone else, and then they sort of asked, well would you be able to do it, and I 
thought, I don’t know. And so it sort of came from there. And then someone 
said, well you know, are you able to? And I said well of course I’m able to, I have 
the qualifications and skills and experience. (R22, training consultant) 
Consequently, consideration of the precipitating event as proposed by Shapero and 
Sokol (1982) in relation to the findings presented in Sections 6.2, 6.3, 6.4 and 6.5, 
suggests that an alteration to SEE may be possible and required in some instances. In 
the original SEE model, the cognitive process of perceived desirability and feasibility 
occur in advance of the ‘tipping point’ precipitating event. In contrast to the current 
conceptual outline of the cognitive process in the existing SEE theory, in some of the 
narratives of these individuals, a precipitating event may interject at several 
alternative points along the cognitive process. Thus, for example, a precipitating event 
may occur within a context of subjective norms and perceived feasibility but precedes 
consideration of perceived desirability (e.g. R9). In addition, the proposed process 
credibility potentialintention is also altered as the individual who experiences an 
‘early’ precipitating event in the process does not move into a holding state of 
‘potential’ awaiting a precipitating event. Rather, they assess the credibility of their 
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options and form intentions to engage in (business creation) behaviour likely as a 
result of the ‘early’ precipitating event. Additionally, the relationship of propensity to 
act, a proxy for locus of control, within the model is also changed. It is likely that this 
cognitive element becomes ‘energised’ earlier in the process in tandem with the 
effects of the precipitating event whereby the individual attempts to ‘take control’ of 
their situation.  Therefore, an adapted SEE theory is proposed (see Figure 8) which 
alters SEE to reflect the narratives of some this sample. Thus, the cognitive processes 
which underpin intentions to create a business are reviewed in light of the importance 
of precipitating event in some instances.  
 
 
Figure 8. Adapted Entrepreneurial Event Theory 
This study finds that the conceptual antecedents proposed by Shapero and Sokol 
(1982) remain valid abstractions of cognitive processes undergone by this sample of 
HBB owners. However, the placement of the antecedents has required an alteration to 
reflect the importance of the precipitating event to the cognitive process undergone in 
some cases of (HB)business creation intention formation and subsequent action. This 
suggests that business creation driven predominantly by agency requires reassessment 
given the importance of structural precipitating events within and against which an 
agent interacts.  
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6.7 Analysis and Conclusions  
The findings presented in this chapter indicate that there are motivations, or attitudes, 
that underpin business creation behaviour in the HBB context. Therefore, support for 
one component of the perceived desirability antecedent of SEE theory is found. 
Through analysis of the data it became evident that two distinct sets of motivations 
exist for the creation of a HBB: motivations that underlie business creation in general 
and motivations for the creation of a home-based business in particular. This is 
contrary to the findings reported by Thompson et al. (2009) which concluded that 
motivations were the same irrespective of subsequent site of business activity. When 
considered in general, the business creation motivation findings from this sample are 
similar to those reported across the small firms literature in terms of the extrinsic and 
intrinsic factors which are reported as motivators (Carter et al., 2003). Next, in terms 
of the general business creation motivations several themes emerge: financial, status, 
personal development and independence. In contrast to previous findings investigating 
small firms literature where independence factors are reported as the major motivator 
(e.g. Hessels et al., 2008), this study found rewards-based extrinsic factors to be the 
more predominant motivation. This might suggest a motivational finding particular to 
the HBB context. Even so, independence factors were discussed and did have an 
important role as motivators for business creation. Furthermore, what emerges from 
the analysis is a complex picture of both extrinsic (e.g. recognition) and intrinsic (e.g. 
personal development) motivations. This raises an interesting ambiguity; that HBB 
owners create their business in part motivated by extrinsic recognition desires and yet 
their businesses are operated in the home and as such are very likely to be invisible to 
many. So a strong desire for status and recognition of their business efforts by others 
is reported, yet other more pressing considerations may limit those desires resulting in 
HBB creation rather than an alternative with more visibility. This suggests that 
consideration of motivations in a more nuanced way rather than assuming the 
dominance of either/or extrinsic or intrinsic motivators is required.   
In terms of HBB specific motivations, previous research has found the business case for 
HBB to be the primary motivator for engaging in business creation and this research 
would support those assertions (Enterprise Nation, 2009; Mason et al., 2011). 
Nevertheless, there were also several owners who mentioned additional personal 
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reasons for selecting to create their business as a HBB. It is worth noting that these 
personal motivations were considered additional to business factors, indicating that it 
is the business model features of HBB already discussed that are of principal concern. 
Nevertheless, while there are several pragmatic business-based motivators which 
contribute to the feasibility of a HBB, it is not a straightforward business-only decision 
and as such, the personal motivators which underpin the creation of a HBB have value 
for understanding subsequent business and personal outcomes.  
In addition to attitudinal motivations (perceived desirability), empirical evidence also 
indicated that the perceived feasibility antecedent (i.e. human, financial and social 
capitals) was in evidence in this sample. The findings of this study suggest that 
perceived feasibility was informed by an individual’s human capital attainment and its 
‘fit’ with their business idea. Second, financial capital came mostly in the form of 
having a second job to support the business in the initial stages, or to continue to 
supplement the business. Third, while support for social capital factors was limited, 
where it was discussed it was important in terms of offering of first business contracts 
and offering a comparison such that if others they know can run a (HB)B it seemed 
more feasible to the individual concerned.   
Finally, intentions to create a business are formed in a context of subjective norms and 
precipitating events (Shapero and Sokol, 1982). Evidence to support these antecedents 
was also found, with several key findings emerging. Subjective norms appear to 
support the social credibility of business creation for this sample. This was based on 
many of the participants having family members or friends who run or ran businesses. 
There was evidence in every case, save one, of a precipitating event. Both push and 
pull factors were reported. However, push factors were by far the more common 
driver towards HBB creation. Nevertheless, in almost a third of cases, both push and 
pull factors were present which suggests that understanding business creation in terms 
of a binary conception of push or pull factors is worthy of review. Furthermore, the 
importance of a precipitating event and its relationship to the other SEE antecedents 
has indicated that an adjustment to SEE theory to reflect this is required (see Figure 8).  
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Chapter Seven: The outcomes of engaging in home-based business 
7.1 Introduction and overview 
This research sought to explore the outcomes of HBB ownership for individuals and 
their businesses (objective 3). As such, the findings presented here seek to answer 
RQ3: what are the business and personal outcomes of engaging in home-based 
business? In the process of this endeavour, it became evident that what are 
considered outcomes for the individual and outcomes for the business were often 
indistinguishable. It can be the case in one-person or micro-businesses, that the person 
is the business. With this in mind, this chapter continues as follows. First, personal 
outcomes are reported and analysed. Thereafter, business outcomes are considered. 
The home-business boundary and isolation, which have both personal and business 
effects, are discussed. Finally, the theorised relationship between motivations and 
outcomes is considered for this sample in light of these findings.  
7.2 Personal outcomes 
As discussed in Chapter 6, most of the HBBs in this sample (n=28) can be classified as 
one-person businesses. As such it can be challenging to separate the business from the 
individual as noted by several of the respondents (e.g. R3, R24, R21). As R24 explains:  
And I guess I’m always mixing business and life thoughts and kind of in one 
because it’s all kind of the same sort of thing. That’s an element of working 
from home is that it all becomes this one big, sort of hazy sort of life or 
business; you can’t really separate it. It just becomes this big sort of mess of 
day-to-day, what am I gonna do now? Do I do normal life things or do I do 
business things? (R24, online property rental) 
 
Thus, when considering outcomes it is challenging to stipulate whether these are 
purely personal or purely business. Nevertheless, the respondents discuss some 
extrinsic and intrinsic outcomes from operating a HBB that can be considered personal 
in nature.  
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7.2.1 Extrinsic 
The first personal extrinsic factor is self-esteem related to recognition for their 
business activities. R20, for example, explains how prior to creating her business she 
felt that she had lost her community status I had a job that was respected, you know, 
and I was respected and now she has regained status through having her business. R22 
is further example, she says:  
I think it’s more looking at other people’s reactions. […and responding] Well, 
you know, I’ve got a training company with credibility that I’ve had for a long 
time. (R22, training consultant) 
 
Status and recognition outcomes were mentioned by 13 respondents, including most 
(n=5) of those who had growth ambitions for their HBB. It appears that HBB gave a 
sense of identity to both themselves and how they were presented to others. It is also 
interesting to note that in several cases, where financial outcomes were not evident 
(to individuals’ satisfaction at least), recognition for their activities was reported as a 
positive feature. This may indicate that recognition and subsequent value for their role 
can compensate at least to some degree lack of financial reward. This may be 
especially pertinent for this sample as they generally report low business income 
levels.  
The second significant extrinsic factor was related to financial outcomes which 
included two distinct, and for some respondents, concurrent themes: income 
generation and pursuit of profit. Making money by engaging in HBB had somewhat of a 
dual character that met the needs of the business (sustainability) and also those of the 
individual (an – acceptable or supplementary – income). For some of the respondents 
the clear objective of HBB activities was for the business to make income for them. For 
R11, among others (e.g. R12, R13, R17, R2), this was a primary outcome of HBB 
activity: 
The plus points from the business point of view are obviously the extra income. 
(R11, reseller of health and well-being products) 
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In R19’s case he acknowledged the need for the business to generate an income, but 
was pragmatic about how he achieved that at a personally desirable level: 
You always have to spend a lot of hours to make a lot of money. But obviously 
you’d like - - everybody wants to make more money, but you’ve got to be 
realistic as well. And it seems to work. (R19, draughtsman)  
 
Thus, whilst individuals had differing perceptions about levels of income that were 
satisfactory, the majority of those who reported financial outcomes were content. 
Further, creating their HBB had allowed them to ‘make a job’ which provided an 
opportunity to generate (supplementary) income.  
The pursuit of profit was also discussed, on occasion implicitly, with some of the HBB 
owners in this sample. For example R29, R18, R24, R1 and R15, describe the profits 
that can be made from their business. R29 explains: 
When you’re an employee you can work really, really hard but at the end of the 
year [at] your annual appraisal you might get a two percent pay rise. I get more 
than that per month. (R29, services reseller) 
Of those who pursued and gained profits from their business, it was found to be the 
case that they were ‘conventional’ in terms of their business orientation (refer forward 
to Chapter 8). This study finds that in several cases, a relationship exists between initial 
business motivations where individuals pursue profit and the financial outcomes 
achieved.  
In contrast, there were cases where respondents did not seek to achieve profits over 
and above an income. For example, there were several cases where the pursuit of 
profit had never been a clear priority in the first instance of business creation. Several 
individuals acknowledged that pursuit of profits was not their priority (R5, R8, R30, R3). 
For example, R5 was more concerned with other outcomes: 
My business is not about making stacks of money and dumping somebody; it’s 
about bringing on young talent and making them feel their worth. (R5, 
hairdresser)  
Thus, as per previous research examining the outcomes of engaging in HBB activity 
(e.g. Walker and Brown, 2004), there were respondents in this study where financial 
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criteria were not prioritised over other outcomes, for example intrinsic factors (next 
section).  
To summarise extrinsic factors, financial outcomes were those most often discussed, 
although there was not a uniform understanding for an ‘acceptable’ financial outcome. 
On one hand these findings suggest that financial desire/need as an initial motivation 
factor was met by engaging in HBB, mostly in terms of a ‘make my job’ outcome. This 
would suggest that, while not reported in every case, across the sample, HBB has the 
potential to meet the financial requirements of their owners. Nevertheless, on the 
other hand, in this sample a discrepancy exists between some of those that stated 
initial (income focused) financial motivations and those actually stating that they had 
met those initial ambitions beyond (supplementary) income. This seems to suggest 
that owning a HBB does not always meet financial desires.  
In addition, in relation to the HBB in particular, it is widely thought that HBBs are 
lifestyle orientated and certainly there were participants who described that they were 
‘not in it for the money’. However, the focus on other measures of success is not 
unique to HBBs.  Alstete (2008) found the same in his American business owners study, 
as did Buttner and Moore (1997). Nevertheless, what this research would suggest is 
that finances are important to HBB owner and that their businesses do provide that 
financial return for them on the basis of their individual definition of meeting their 
needs/desires. This element of the findings would fit with Australian research 
conducted by Walker et al. (1999) examining micro-business.  Further, the findings 
echo calls from researchers to re-examine the established terms for identifying success 
in businesses, particularly its relationship to growth indicators such as employment 
figures, turnover and profits (Rogoff et al., 2004; Levie and Lichtenstein, 2010; Simpson 
et al., 2012).  
7.2.2 Intrinsic  
Control was mentioned as an outcome by almost two-thirds of the sample (n=19), 
making this personal factor the most often cited outcome of operating a (home-based) 
business. The most common expression of control was described in terms of being 
one’s “own boss” (R12, translation services). Additionally, there were other factors 
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that emerged as areas where the participants described having control. Of particular 
importance was control of time: 
The ability to please yourself, you’re not working for someone else. You can 
choose the hours. (R26, accountant)  
 
Control of the work environment also emerged as a benefit. For example, several 
participants referred to ‘office politics’ and how they were now able to avoid that by 
running their own (home-based) business. This may fit with Cohen and Musson’s 
(2000) findings which suggest that self-employment is a means of escape from being 
an employee within a bureaucratic organisation. Several respondents viewed not being 
in that kind of environment as a positive outcome. 
Control over work activities, environment and ‘life’ emerged as the most important 
personal and intrinsic outcome for the sample. Many of those who sought control and 
perceived that this was achievable through business creation (as reported in Chapter 
5), were able to identify that they had achieved that outcome. Interestingly, many 
more perceived that they had control as an outcome than had considered it a 
motivator. This might suggest that control is an unforeseen benefit of engaging in HBB 
activities. Further this might be an indicator that studies that report independence as 
the primary motivation (where independence is a proxy for control/autonomy) (e.g. 
Hessels et al., 2008; Dawson and Henley, 2012) are actually reporting on subsequent 
outcomes.  
Reported as a motivation in Chapter 6, autonomy was also an outcome that was 
reported and valued by this sample. Nevertheless, the perceived (and achieved) 
autonomy of owning and operating a HBB was not the case for everyone. R4 was keen 
to stress that she viewed the freedom of HBB as an “illusion”:  
The freedom I think is an illusion. Everyone talks about the freedom that if you 
working from home. It is an illusion because you are tied to your phone 
wherever you go. If there is a job coming and you have to get it. And you can be, 
you know, anywhere and you are depending on that email or that telephone 
call. (R4, translation services)  
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Flexibility, which is similar and linked to autonomy, was also a key outcome with 
almost two thirds (n=18) of the sample reporting that flexibility was achieved and 
labelling it as such. For example: 
The benefits for me, I mean it kind of brings its own flexibility, doesn’t it? Means 
I can do things, fit your life around work. And once you’ve been your own boss 
you can kind of make up your own start and finishing times. So it’s quite good 
‘cos it means I can take the kids to school, pick them up, you know, from after 
school club or from school. (R10, management consultant) 
 
In addition, many of the sample described situations which would not have been 
possible were it not for the flexibility which their HBB provided to meet other desires 
or needs. For example, there were a variety of positive effects of flexibility for family, 
from spending more time with a partner, being there for children, to getting a family 
pet. These factors were seen by the participants as positive outcomes of their choice 
to start a HBB. According to Greenhaus and Powell (2006) and Hlady-Rispal and 
Jouison-Laffitte (2014), (perceived) flexibility is a common outcome for those engaged 
in HBB activity. In this study, the desire for flexibility that had motivated individuals to 
engage in HBB, was also quite often achieved; only one person did not achieve the 
flexibility they thought they would gain. In addition, several more gained flexibility that 
they did not discuss as a motivation. Despite evidence of long working hours (which 
Ammons and Markham (2004) found reduced the flexibility initially sought), this 
sample did not seem to have a negative perception of work hours on flexibility with 
the exception of R4. Of those describing flexibility as an outcome, there were more 
who worked long hours (i.e. 30 hours or more per week on their business) than there 
were working part-time hours, which might suggest that long hours may be mitigated 
by flexibility. For those spending less than 30 hours per week running their HBB, the 
lack of perceived flexibility in their activities may be related to holding a second job for 
instance. This may further support the suggestion that operating a HBB provides 
valuable flexibility for the owners in comparison to other forms of paid work.  
Linked to flexibility, in terms of WLB, this research would suggest that individuals in 
this sample did find that by operating a HBB they were able to make time for family, or 
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that it resulted in other family-linked positives, and this was seen as a beneficial 
outcome.  
Again, cited as a personal motivator, personal development was also an intrinsic 
outcome of HBB creation. Most often this was discussed in terms of creativity or 
solving problems and facing up to a (business) challenge. R29 expresses how important 
the creative process of business has been:  
And I never classed myself as creative and I wouldn’t still say that I’m that 
creative, but I’m more creative than I ever was before. I think when you’re 
institutionalised, you are institutionalised (laughs). And you’re told to do this 
and you’re told to do that, and I was a good employee. But when you come out 
of that environment you have to start thinking for yourself, you start to become 
a lot more creative. So there’s a side of me that has developed as a direct result. 
(R29, reseller of services) 
 
The creativity inherent in some business offerings was also seen as evidence of the 
personal development outcome: 
 I absolutely love creating things. Like my mind is always going on something 
else. I’ll make it and then once I’ve made it, it’s out of my system. That’s the side 
of it; I love creating. And recycling as well is a big thing with me. (R30, 
accessories manufacturer) 
Findings here thus corroborate research that finds that professional (personal) growth 
and development were seen as ‘success’ measures in small business (Naffziger et al., 
1994; Simpson et al., 2012). A factor which may be of particular importance to this 
high human capital attainment sample.  
Finally, many of the participants got a lot of satisfaction from running their businesses. 
In some cases this was about the product or service they provided (R17, R23, R30, R3, 
R8 and R7) and for others it was about satisfaction from developing their business 
(R15, R1, R12, R19) as R1 says: 
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I get satisfaction from seeing it, the business being just myself and now being a 
small [sub-contracted] team. So that’s good as well, some sort of 
accomplishment from doing it. (R1, online marketing services)  
 
As discussed in Chapter 2, prior research has indicated that the self-employed do 
experience increased satisfaction in their work in comparison to employees 
(Andersson, 2008; Benz and Frey, 2008; McGowan et al., 2011). This research would 
appear to support a measure of satisfaction as part of being a HBB owner too.  
7.3 Business outcomes 
Outcomes that could be characterised as business-related did emerge from the data 
and were linked to the initial and continued viability of the business, in particular the 
cost model of operating from home and also the potential to minimise on-going risk by 
operating a business in this way.  
Cited as a feasibility-based antecedent to HBB creation, operating a HBB had allowed 
individuals to keep their costs low and that made them competitively priced and this 
had contributed to business sustainability (R9, R19, R14, R6, R1, R17, R13, R16, R18, 
R2, R23, R24, R29, R7). R19 describes how it would damage his business if he were not 
able to keep costs low as a result of operating a HBB:  
I think it helps the fact that I run from the house. If I was running from an office, 
you know, my fees would go up ten-fold to pay for it […] The sooner you start to 
go bigger, your fees start to go up and then you start not getting [work]. (R19, 
draughtsman) 
Creating and starting a HBB was found by this sample to minimise their risk factors and 
they were clear that this had been a positive outcome of their business location 
decision. Previous literature (refer to Chapter 2) has reported on several factors which 
may compromise HBB viability and sustainability such as lower income levels, the 
predominance of highly contestable service businesses (Edwards and Field-Hendrey, 
1996; Jurik, 1998), and low levels of capital (Phillips, 2002). Generally, these factors 
apply to this sample of HBBs. These HBB owners mitigated these by basing their 
business at home; the HBB was integral to how they ‘do’ business such that these 
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potential economic weaknesses were either not perceived or were perceived to be 
absorbed.   
7.5 Home-business boundary  
Every respondent, albeit to varying degrees, discussed issues around managing various 
home-business boundaries, which included both personal and business aspects. 
Predominantly these were focused around the management of space, time and ‘social’ 
factors that were related to customer and family perceptions of the business. Often 
the permeability of these boundaries had negative business and personal 
consequences. However, there was a fine line between negative and yet 
complementary positive aspects of managing this home-business boundary. Spatial 
factors will be considered first, followed by temporal and social boundary factors.  
7.5.1 Spatial  
Space from which to run a HBB was an important consideration for this sample as for 
some of the respondents the availability of space acted as a facilitator for considering 
operating a HBB (e.g. R14, R30, R8, R3, R5, R6, R20). As R14 explains:  
I have the fortunate position of having a spare room which I converted into an 
office. I also appreciate that most people will not necessarily have that and will 
be working of a desk in the corner of their lounge. (R14, data management 
services) 
Whereas for others separate workspace was not readily available and this meant 
compromises had to be made for where they ‘based’ their business within the home. 
For example, several respondents work from a desk (or the kitchen table) in a 
communal space (R1, R2, R7, R9, R10, R12, R13, R15, R17, R18, R20, R22, R23, R28). 
R10 explains about his workspace: 
I’ve got an office in the kitchen. Just the house that we’ve got there isn’t a study 
or a spare bedroom or anything. So we’ve created a bit of space in the kitchen 
to get a desk, because previously I was just working at the kitchen table or in 
the bedroom. (R10, management consultant)  
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Irrespective of the kind of space available, the ‘usefulness’ of the space was still a 
consideration for several business owners (R3, R17, R10, R26, R23, R7, R6, R24, R27, 
R13). This included issues with interruption arising from working in a communal space, 
to limitations on the businesses ability to operate due to spatial restrictions. For 
example, R10 finds that his ‘business space’ is continually compromised by other 
family members and this can create difficulties for him:  
The downside is, you know, as it’s kind of open plan sometimes when the kids 
not at school and me wife doesn’t work on a Monday and a Friday, it can kinda 
get a little bit busy. Sometimes I’m on the phone to clients and me daughter’s 
asking for biscuits. And the dog is barking in the background. The usual 
madness. So, the lack of having, you know, a room with a door. (R10, 
management consultant) 
R17, who is engaged in food manufacture, describes how the space available to her in 
her home affects how productive she can be in her business as she struggles to 
produce volume of her product: 
If I had maybe I had a bigger kitchen I would be able to make batch quicker 
than I’m doing now and I’d be able to fit a really big pot. One batch I can just 
do, you know, huge batch because now I have big pot. With a big pot it’s just for 
domestic use, so I have to use only two pot: big and small on the other side. So 
just maybe the facilities. And the storage as well. Storing all the equipment I 
use. So sometime it just overtake everything. It becomes like, well (( )) I got a 
cupboard just for the business. Still not big enough because the pot are too big. 
So just fitting like there one pot and the other in the kitchen. (R17, food 
manufacture) 
 
This is not only the case for those engaged in manufacturing or production activities. 
Spatial considerations also limit those delivering services such as restriction the 
potential for growth in the number of employees, such as is the case for R24.  
In contrast, however, R26 has made an active decision to limit her accountancy 
business so that the existing spatial boundary she has created is not compromised:  
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The next stage would be to take on a young trainee. Partly I’m put off doing 
that because it is home-based and I don’t want someone in my home. (R26, 
accountant) 
In addition to considerations of where to base the business within the home, and the 
effects this may have on business, there are also effects on the individual. Several 
respondents describe the challenges of maintaining a satisfactory spatial boundary 
between ‘life’ and ‘work’. For some (R3, R17, R1, R2, R7, R13, R14, R20, R22, R28) 
business was found to “encroach” within their home, with R3 explaining how little bits 
of stock that I do have, have slowly started taking over the house.  
In contrast to those who view their home-base as a limitation to business, there were 
those in the sample who found the home-base to be a benefit (R30, R8, R7, R26, R1, 
R5, R9, R20, R21, R27). For some this was about being ‘on-site’ so that business could 
be dealt with whenever it was required by clients. In R30’s case, having a home-base 
enables her to sell directly to clients, occasionally at short notice and thus facilitate 
extra direct sales without losing money to reseller fees:  
I mean you’re always on the premises if anybody just happens to pop in for a 
bag or for anything. Because I have had that as well, just the off chance, ‘cos 
they know where I am. A lot of clients have come time and time again. (R30, 
accessories manufacture)  
 
The spatial boundary has been well discussed and explored in literature especially with 
a focus on personal management (e.g. Berke, 2003). This research would report that 
from this sample, eight described situations in which they struggled on occasion to 
deliver their business due to spatial concerns. This could be due to spatial limitations 
with regards to employees or due to the space constraints (for example storage). 
These factors often arose when these businesses were seeking to grow (employees or 
diversifying products/services) and thus, it may be possible to suggest that the growth 
potential of a HBB may be limited by the spatial potential of the home in which it is 
based.  The limits that the home places on business considerations in particular has 
been the subject of limited investigation in academic literature. 
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7.5.2 Temporal 
Discussion of temporal boundary factors related to HBB was the most significant factor 
for this sample. The temporal boundary was discussed in relation to the amount of 
time the HBB owners could dedicate to their businesses, the positives and negatives of 
time management and the importance of ‘scheduling’ which was discussed by 24 of 
the sample as a key personal boundary factor. In general, the flexibility of ‘scheduling’, 
or time management, facilitated by working at home, was its most positive feature 
according to this sample. This included being able to make time for non-work related 
activities such as family commitments or to enable working two jobs (e.g. R30, R11). 
Ceramicist R21 explains:  
And just the whole thing. You get a chance to run your house. You know, it’s not 
like you go to work and at 9 o’clock that’s all in that space; that’s all there is, is 
work. When you work from home everything merges. I mean I can do all the 
work, but know I’m also watching a bit of tele, I’m also doing Facebook, I’m 
doing the washing. Do you know what I mean? It just all merges and everything 
that needs to be done around the house whether it is just the organisation of it,   
the feeding of people, or getting orders out and getting designs done; it all gets 
done. And it just all merges and there isn’t a kind of I must stop work now and 
go home and try and catch up on everything that didn’t get done during the 
day. So that’s what I appreciate about it. (R21, ceramicist) 
 
In addition to the welcome flexibility of time management, others also felt that 
working this way saved time. In particular the lack of commuting was noted.  
Nevertheless, for some of the same respondents, the flexibility of the model was also 
described in negative terms (n=15). Flexible work hours, and therefore not having set 
work hours, could result in irregular work hours that R2 found “destabilising”. For R5 
she put her business before everything else such that: 
If I’m sitting on my laptop at half past three in the morning as long as everyone 
is happy with what I’m providing, that’s customer care. (R5, hairdresser) 
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Furthermore, many of the respondents found it hard to divide their time between 
home and business related activities, as R23 explains about her attempts to manage 
both:  
I find it a nightmare!! (laughs) It’s so difficult to go into the workroom and work 
and not think I’ll just put the laundry on, I’ll just do the dishes. I mean today, I 
haven’t done any work all day, I’ve been doing other stuff; stuff that needed to 
be done […] we’re trying to build a house – so I’ve been dealing with planners 
and things like that. So, there’s a huge amount of distraction, which I have to 
try and manage, which is difficult and I’m not very disciplined. So I find that very 
difficult. So in a sense, having somewhere to go to would be ideal for the sort of 
time management, but the reality is, the times that I get to spend working are 
often in the evenings, so I just have to deal with the fact that I might have to 
put the dishes on or something like that. (R23, jewellery manufacture) 
 
Time spent on the business was often dictated by ‘external’ requirements, which in 
this sample was most often a result of family interruptions. This could include 
supporting the activities of a partner (R20, R30, R23) or related to childcare (R15, R9, 
R28, R21, R26, R25), as R28 explains:  
My husband and I get very little time together and we don’t have childcare for 
[Child] because I work weekends. You know that’s where I earn my money: at 
the weekends. And no childminder works weekends, no nurseries work 
weekends. So I’ve ended up having to work evenings and do the sort of admin 
stuff, advertising type stuff on weeknights and that means I can’t - - I used to 
give talks at [prestigious] health spa which I can’t do that now because [of 
family life]. (R28, spiritual healer)  
Overall, time spent on the business was the most common negative business outcome 
of engaging in HBB. Several authors have previously identified that the less time spent 
on the business, the less that is achieved in terms of HBB results (i.e. income 
generated) (e.g. Loscocco and Smith-Hunter, 2004; Thompson et al., 2009; Mason et 
al., 2011; Ekinsmyth, 2011). It is worth noting, that issues around time spent on the 
business was largely a gendered phenomenon, whereby, with the exception of male 
R25, the remaining 12 who discussed this factor were female. This may be the case 
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due to a largely female sample however. Nevertheless, the issue of time spent on the 
business was strongly linked to those attempting to meet dual needs and to owners 
not actively seeking ‘conventional’ business growth. This may occur because the owner 
recognises that either business or non-business has to be restricted to make time for 
both, and in this sample it appears that it is business activities that get restricted. 
Many of the sample considered that a positive personal outcome of operating a HBB 
was their ability to be in control of their time such that they could allocate work when 
they wanted to and as a bonus reduce unnecessary time commitments such as 
commuting (n=24). However, in contrast to this, sometimes individuals felt out of 
control of their time and at the mercy of client demands (as found also by Bryant, 
2000), or that by not having regular work hours, they were destabilised, or yet further, 
that they just felt that they could not manage competing demands on their time in an 
effective way (n=15). Time management issues are found elsewhere to be a problem 
for those in self-employed circumstances (Feldman and Bolino, 2000) as well as in 
those operating HBBs (Ammons and Markham, 2004). In addition, the mixed responses 
in terms of the positives and negatives of (perceived) time management are an 
indicator of the complexity of managing both work and life commitments which may 
be exacerbated in the HBB context, potentially as a result of issues with spatial 
management in particular as found by Mustafa and Gold (2013).  
The effects on business varied and there is some suggestion that there is a link 
between the extent of competing roles and business-orientation, especially related to 
growth, though the direction of causality is not clear. The business orientations of this 
sample are considered in the following Chapter 8.   
7.5.3 Social perceptions: credibility/visibility  
A HBB bridges two worlds, that of ‘business’ and ‘home’ (Felstead and Jewson, 2000). 
Due to this, perceptions about the activities which are conducted in either of these 
domains can be affected. Thus, a business activity conducted in the home may take on 
some home-like identity that is not necessarily associated with ‘professionalism’, 
‘work’, and so forth. In several cases (R16, R14, R3, R21, R10, R25) credibility was 
discussed as an area of concern and was found have direct business consequences. In 
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the case of R16’s training business, its home-based status undermined business 
dealings such that he lost out on business:  
There were times when I worked, I suppose co-operatively with other people but 
we were never taken seriously because we didn’t have an office. I know that 
happened. I know I missed out on a couple of contracts. One of them we were 
significantly lower in cost, but we didn’t get it because we didn’t have premises; 
we didn’t have an office and a training room and things like that. So I know that 
that happened. (R16, training consultant) 
 
In previous research (see Chapter 2), Walker (2003) found HBB credibility to be a 
particular issue in her Australian ‘mapping’ study and Dwelly et al. (2005) suggests that 
this may be as a result of HBBs not being taken seriously by business support agencies 
and in general (e.g. Cohen and Musson, 2000; Newbery and Bosworth, 2010). These 
findings would in part support the reality of concerns around the credibility of 
operating a HBB with the loss of business a possible consequence. However, it was also 
found that initial concerns around credibility were unfounded and in some cases, a 
home-base was seen to be beneficial to the HBB owners in selling their business 
activity. This is exemplified by R21: 
Initially I was quite anxious about it because I was worried about people coming 
to visit. You know, if people say, can we come and see your studio, or can we 
come and talk to you about something, I was very anxious about them coming 
and seeing that I work from home because I did feel that that somehow I would 
look amateurish. And I felt that quite keenly for a wee while and then it just all 
shook off because loads of people would come, and you realised that it didn’t 
make a blind bit of difference to them. (R21, ceramicist) 
 
In other cases, it was the visibility of the business that had business consequences. For 
example, R3 runs her health and wellbeing business from her rural home and the lack 
of high street visibility for her type of business reduces how she can promote it to 
attract business: 
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I don’t particularly want to – and my neighbours wouldn’t be particularly happy 
if I said – come along to my premises, come along have a look at [my studio]. So 
my marketing - - it means I can’t be quite as open on my website. I think it 
affects how I work at the business. 
 
Furthermore, the issue of expectations related to the activities that take place in the 
home also extend to the broader social realm for HBB owners. For example, three 
participants (R24, R20 and R22) discussed how they still have the burden of 'home' 
work activities to do even although they are at 'work' when in the home. As R22 
explains: 
I think also there’s a sense of guilt that if you’re at home all day, people coming 
home to the house should expect it to be all tidy and their dinner to be made, 
instead of me saying well I can’t do that because I’ve not been here – although 
I’ve been here physically, I’m not here to tidy up and make dinner; I’m working.  
This implies that perceptions of HBB are cross-boundary even in people who are ‘close 
to the action’. This indicates that HBB owners face important challenges, and possible 
effects on their business, related to the expectations of others regarding HBB activities. 
7.6 Isolation  
Isolation for both the business and the individual emerged as a major outcome for this 
sample. For almost a third of the sample, business isolation was considered a serious 
problem with the consequence that the business might struggle and the individual 
owners would lack productivity. R6 explains:  
The biggest disadvantage of running a business from home is the isolation. 
Because you don’t have that element of co-working and collaboration and being 
able to bounce ideas. The biggest trap that you know I’ve found is that you 
tend, particularly when things are challenging and they’re difficult, you kind of 
have that element of self-doubt in your head. You know, am I doing the right 
thing here? And, if it’s just yourself and my wife’s at her work, then you kind of 
become a prisoner of your own thoughts maybe. And it affects your 
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productivity, there’s no two ways about it. You start asking yourself what the 
hell am I doing here? (R6, IT services) 
 
The most common theme reported was a lack of interaction with others in the industry 
and wider business community. It was perceived that access to these resources help 
develop business and keep the owner ‘on track’ (R6, R24, R29, R27, R4, R7, R11). 
Further, without this access the experience distance from the usual ‘customs’ in their 
industry (R14, R19, R7) (n=10).  
In some cases, individuals attempted to remedy this isolation. For example, R24 uses a 
business coach to keep him motivated. For others, business networking whether in 
person or online is considered appropriate. In R4’s case, networking is vital to her 
translation business. However, due to her business location (isolated rural) this is a 
significant challenge for the industry she is in: 
So to keep the networking alive. Networking on the computer is not the same as 
going see people in the flesh, having a conversation. So I try to go to two events 
a year. I always find that when I come back from an event that I come back with 
work. (R4, translation services)  
 
The owners in this sample described how they felt cut off from supportive business 
development environments that could provide them with ideas and guidance for how 
to develop or adapt their businesses. Thus business operations were affected and 
potentially limited. In addition, this also affected the owners in terms of access to 
training and activities which developed them as individuals and which would 
subsequently impact on their business or alternative employment opportunities. The 
business isolation aspect of HBB operations has not previously been considered as an 
isolation factor. Rather the majority of (limited) reference to isolation in the HBB 
literature has considered personal isolation to which discussion now turns.   
Isolation as a personal outcome of HBB operation was discussed by almost every 
respondent in this study from passing references to discussion of significant mental 
health issues. The comments of R20, where she describes her lack of interaction with 
others when in the work environment, are common to others across this sample:  
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I think it’s important to try to have people coming in. It is the easiest thing to 
never seen anyone other than [Cleaner]. And I do try and keep in touch with 
people. Because, you know, when I’d retired, I thought “it will be so good when 
I’m retired I’ll be able to do this, this, this, this and the next thing”. But you just 
don’t have time – when you’re doing a business like this, you just don’t have 
time. But at least going out and playing Bridge keeps me in touch (laughs). One 
night a week! And then usually another day three other people come here. But 
that’s about all, that’s about all I do, play Bridge. Just one day a week, maybe 
one afternoon. But I’ve got to work like hell to free up the time to do it! 
(laughs). (R20, B&B) 
 
Whilst, the experience of isolation was common across the sample, and currently an 
issue for half the sample, in some cases there were extreme reactions to this issue of 
personal isolation. In these cases (n=5) mental health issues, which covered reports of 
depression, perceiving oneself to be “odd” (R27), and references to suicide (R7), were 
discussed. R14 describes the depression he is susceptible to: 
I would sorely recommend if someone is prone to depression or prone to any 
kind of psychological condition… […] you’re on your own, you’re isolated, you’ve 
got very little back up even if you’ve got back up on the end of the phone, 
they’re not there in person. […] I don’t know if you understand what I’m alluding 
to but I’m guessing there’s a lot people out there who feel really isolated 
working from home but put on the smiley face when they go to networking 
events and [pretend] everything’s fantastic. (R14, data management services) 
 
Similar to the discussion about business isolation, many of the sample who felt 
personally isolated had developed some coping strategies. For example, R14 attends 
social groups based broadly on business (although he remains sceptical of their value) 
and has joined a hot-desking business hub. R27 runs a local Brownies club and R7 has 
started a foreign language film club with other HBB owners working in his industry. 
Overall, many of the HBB owners engaged in activities or made a special effort to 
attend social activities beyond the boundary of their homes when it was possible. 
Making time for coping activities can also be challenging when running a business at 
home due to work commitments though:  
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I didn’t see anybody, I wasn’t doing anything socially I was just so desperate to 
use every minute to work, that everything else fell by the wayside. (R21, 
ceramicist)  
 
It should be noted that those who did not directly express that they currently suffered 
from isolation, did discuss it as being a possible consequence of their choice to base at 
home. Having visitors or family members at home was common to those who said that 
they did not suffer from isolation. As R8 says:  
Maybe I would if I were kind of isolated, but as I say, I mean I have my husband 
at home still. Perhaps if I lived alone I might feel a wee bit lonely but no, I’m 
happily here at home and as I say I’ve got regular phone calls, regular visitors. 
There’s rarely a day goes passed - - very, very seldom a day goes passed that I 
don’t have somebody in.  So no, I never feel lonely. (R8, genealogy researcher)  
When considering all the person-related outcomes of engaging in HBB, personal 
isolation was one of the strongest emerging outcomes in this research. Several 
participants mentioned depression, one described themself as ‘not normal’, and one 
had contemplated suicide. While personal isolation is mentioned in several papers as 
an issue that HBB owners may face (e.g. Dwelly et al., 2005; Thompson et al., 2009; 
Mason, 2010), few have focussed on it in empirical studies. McGowan et al. (2011) 
provide a notable exception identifying that isolation is a factor in the experience of 
women running businesses from home which they try to resolve though networking 
and social activities; and similar was found in this study. Previous studies examining 
self-employed ‘working conditions’ have found more instances of mental health issues 
than non-self-employed groups (Andersson, 2008). While it is not possible to say 
whether mental health issues reported in this study were present pre-business 
creation, are the direct result of operating a HBB, or are only in evidence because of 
positive selection bias, personal isolation and mental health issues are worthy of 
greater scrutiny in the HBB context.  
7.7 Analysis: Motivations and Outcomes 
As noted in Chapter 2, previous research has investigated the relationship between 
motivations and outcomes (e.g. Manolova et al., 2012; Delmar and Wiklund, 2008; 
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Kuratko et al., 1997). Empirical evidence suggests that there is a causal relationship 
between holding a particular motivation and achieving a corresponding outcome. This 
research has sought to understand business creation motivations and the subsequent 
outcomes, both business and personal, in the context of Scottish HBBs.  
In terms of ‘independence’ motivation factors, for example control and flexibility, the 
HBB certainly appears to offer HBB owners these as outcomes. Furthermore, the 
findings would suggest that in many cases independence outcomes were expected or a 
pleasant, yet unexpected, benefit. Extrinsic outcomes – self-esteem and income – 
were also present. However, it was less clear that extrinsic motivations ‘matched’ the 
achieved outcomes reported. This may suggest a fit with research conducted in New 
Zealand investigating HBBs (Kirkwood and Tootell, 2008) which found that 
expectations about outcomes (which act as motivations for business creation) are not 
necessarily achieved (also McGowan et al., 2011).  
With regards to business activities, the business outcomes that were sought by 
creating a HBB included financial return and a range of business creation motivations 
specific to HBB, such as managing costs and risks and facilitating business operation 
convenience. This research would suggest that the cost control and risk management 
that the respondents thought the HBB could offer them were reported as outcomes. 
Financial return was also in evidence at a generally level acceptable to the individual.  
Further, these HBBs incorporated two groups: those interested in creating a business 
to ‘make my job’ and those seeking to ‘manage dual needs’. First, ‘make my job’ did 
exactly that: individuals were motivated to create a business to create a job for 
themselves or keep themselves in employment and that was their principal aim; 
outcomes reflected that desire. For example, individuals were keen to increase their 
income opportunities but this was to be done in a way that was manageable without 
the need for others to become involved in the business. Second, ‘manage dual needs’ 
motivations appear to result in businesses that continue to operate in a way which will 
reduce business requirements as appropriate in order to meet managing dual needs. 
For example, there were several businesses that were doing well and had potential to 
grow which was recognised by the owners, but they actively constrained it in order to 
minimise conflict with their dual needs. What the results would suggest is that for 
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those who chose HBB specifically to meet their dual needs, then this way of working 
and living appears to facilitate both to a personally satisfactory level.  
Research has also proposed that ‘push’ and ‘pull’ motivations have an impact on 
outcomes (e.g. Simón-Moya et al., 2012; van Praag, 2003; Buttner and Moore, 1997). 
This research classified these motivational factors under precipitating events. There is 
no evidence in this research to suggest that the overarching push or pull precipitating 
event had an impact on subsequent outcomes certainly in terms of business survival as 
per Simón-Moya et al. (2012) findings. Nevertheless, this research would suggest that 
in the Scottish HBB context, the overarching context (i.e. job creation, managing dual 
needs) in which motivations for business creation are formed do impact on business 
outcomes. 
7.8 Conclusions   
First, HBB owners discussed a variety of ‘personal’ outcomes. For these individuals 
creating and operating a HBB allowed them to achieve several outcomes, which 
clustered around extrinsic and intrinsic factors. Satisfaction from business operation 
was reported as an outcome, a finding which concurs with those of Mason et al. (2011) 
and Greenbank (2001). Soldressen et al. (1998) finds that it is enjoyment taken in 
conducting business activities and associated recognition of their efforts that HBBs 
gain as outcomes and there may be some evidence from this study to support that. For 
instance, many owners viewed their businesses as a means to express their creativity 
and also it was an activity which bolstered their self-esteem. Independence factors 
such as control, autonomy and flexibility were widely reported and fits with findings 
from other studies of micro-business in general and of HBB activities in particular 
including those of Greenhaus and Powell (2006) and Greenbank (2001). In addition, 
there was also flexibility perceived to be inherent in the HBB model which individuals 
reported resulted in family friendly outcomes, a finding supported by Ekinsmyth 
(2011). Finally, the HBB also provided this sample with an (acceptable level of) income 
which can also be viewed as a personal outcome. Much discussion has centred around 
the economic viability and value of HBBs, underpinned by an assumption that by not 
replicating a ‘traditional’ view of business creation driven by, and resulting in, growth 
in profits, turnover and employees, that in some way HBBs are not likely to meet a 
  151 
principal business (and personal) requirement, but they do. Certainly in this study, the 
purpose of these businesses is in the infancy of the business (and in many cases, the 
central purpose of the HBB) to provide the owner with an (acceptable) income. Whilst 
there were HBB owners who discussed seeking to grow their businesses and that 
desired increases in profits, there were many that saw their businesses as a 
manageable way to create their own job and to earn a living by doing so.  
What these ‘personal’ outcomes suggest is that many of the outcomes of engaging in 
HBB are similar to those often reported of business creation in general (e.g. Birley and 
Westhead, 1994; Carter et al., 2003). Perhaps the difference of a HBB is that the 
personal outcomes achieved are specific to individuals. For example these may include 
utilising the flexibility of this business model to meet individual’s needs around health, 
family or preferred activities. The real issue is about whether, by engaging in HBB in 
particular, this has consequences for business growth outcomes. However, it is worth 
considering that this judgement of HBB is made in light of a dominant conception of 
what it means to be in business. Thus, rather than judge HBB according to those 
definitions, perhaps as several authors have identified, a new approach to 
understanding business ‘success’ is required (e.g. Rogoff et al., 2004; Simpson et al., 
2012).  
What the ‘business outcomes’ reported do suggest, is that the model is beneficial in 
terms of controlling for business costs which individuals perceive as a benefit as it 
allows them to generate a personal income. However, it also suggests that by 
operating in this way (i.e. running a HBB to minimise costs) that the ‘business case’ 
underpinning the business may be limited due to several factors such as: the business 
type, the output value of the product or service and the need of HBB owners to remain 
competitive which they do by reducing costs based on their home status. Therefore, 
whilst the model is viewed as positive in facilitating business operation it is not without 
adhering to basic business principles that the business should function at an 
operational level where it is not the owner having to make sacrifices in order to be in 
business.  
However, despite both business and personal motivations generally being achieved in 
terms of positive reported outcomes, there were two significant areas which are 
challenging for HBB owners and do have the potential to undermine their activities. 
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These are boundary management and isolation. First, running a business at home may 
strain various boundaries and can put pressure on managing two potentially 
competing demands in one place. Further, the situational characteristics of HBB, i.e. it 
is based in one’s home and is likely to result in little interaction with others, creates an 
environment of isolation for HBB owners. Despite uncertainty about causality, or its 
direction, it might suggest that HBB can have an effect on the mental health of HBB 
owners. 
In sum, the findings of this study indicate that there are both business and personal 
outcomes of HBB operation. The HBB owners of this sample, in general, reported that 
the outcome of their activities had been positive for both business and the individual.  
However, when analysing each element separately, it begins to reveal that both ‘sides’ 
of this coin suffer from challenges and restrictions, such as isolation and boundary 
compromises. Thus, while this sample reported that they perceived that their HBB 
activity blended both ‘sides’ in such a way that overall it facilitates outcomes that are 
satisfactory to owners, considerable challenges to the blending of home and business 
are ever present. Furthermore, these ‘dark’ side elements to the HBB model may 
mediate the achievement of the initial business and personal motivations with the 
potential to restrict the achievement of the desired outcomes, especially for business 
factors.  
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Chapter Eight: Entrepreneurship in home-based business  
8.1 Introduction and overview  
Despite the complexity of defining entrepreneurship as noted in Chapter 2, this study 
employs Carland et al.’s (1984) definition which identifies profitability, growth, 
innovation and strategy as central to the phenomenon. Since HBBs are often micro 
enterprises and/or are assumed to be ‘lifestyle’ businesses (Vorley and Rodgers, 2012), 
there is a suggestion that innovation and growth may not be in evidence in HBBs. This 
research sought to investigate this (objective four) and reports findings for RQ4: is 
entrepreneurship (defined as growth-orientation) evidenced in home-based business?    
The findings from this study would suggest that entrepreneurship is in evidence in this 
sample. However, four differing orientations emerge. First, there are those who seek 
and engage in entrepreneurship in terms of growth and strategy and have been 
labelled here as ‘conventional’. Second, there are those who engage in innovation 
activities, yet constrain some growth-related elements and are labelled ‘diversifiers’. 
Third, the largest cohort of these HBB owners are labelled ‘satisfiers’ as they are 
content with their business in its current form and are thus not defined as 
entrepreneurial. Finally, there were HBB owners who actively avoided growth and 
have been labelled as ‘avoiders’.  
This chapter will consider each of these differing groups in turn. Thereafter, a business-
orientation typology for HBBs is proposed.  
8.2 Conventional   
Of the thirty participants in this sample, eight owners exhibited ‘conventional’ 
entrepreneurship-related motivations, intentions and/or business behaviours. It 
should be noted that while some respondents (n=7) were clear about their aspirations 
(and their actions taken to achieve those), others (n=1) were more circumspect and 
were classified based on researcher observation and interpretation.  
Conventional growth activities could include one or some of the following: plans to 
take on ‘employees’ (n=8); move from the home premises (n=5); growth in revenues 
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(n=7); and diversification activities (n=2). R1 provides a clear example of conventional 
business-orientation. First, his ambitions for his online marketing services business are 
to achieve significant scale:  
Right now we’re also exploring new streams of income because I think yes, this 
agency can grow. […] So we’re trying to develop services or products that can 
be sold like en masse so we can be the next Mark Zuckerberg.  
He also has clear ideas and actions in place for how to achieve this, including taking on 
new staff:  
We are achieving that because this new person that is running what I’m doing is 
quite new; she came with us like three months ago. So first month I was still 
really involved, but right now she’s more free and she can do most of the things 
I was doing in the operation part of running campaigns. So maybe having a new 
person that gets new businesses and gets new customers and make proposals 
and pitch all these ideas to new customers. That would be a success in the short 
term.  
And moving out of the home premises:  
I think if we want to grow more we would have to stop being a home-based 
business. I think you cannot - - I think the kind of exchange and work dynamics 
is not the same when you are a home-based business and when you have a 
proper office I think. So if we were to grow more we would have to think about 
having some kind of office space. (R1, online marketing services)  
R1 is not alone in his ambition nor in some of the actions he is taking to grow his 
business. For example, R6 is also keen to expand his IT services business by taking on 
employees and moving out of the home base, and R17 also reports employees and 
external premises in their plans to grow their food manufacturing business. 
Additionally, R17 is diversifying her food offering to reach a wider market. 
In addition to ‘conventional’ entrepreneurial approaches to business there were some 
owners who intended to achieve this in a HBB-specific way. For example R18 who is 
conventional in terms of desiring growth in revenues and profitability, seeks to do this 
through maintaining his home base (as his business – telecommunications services – 
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allows for this). Within this context, he is at the initial stages for negotiating with 
external backers to grow his business:  
I’m just talking to some of the people (( )) this could be something huge. […] So 
basically I’m interested, I’m talking to some other people as well, because if you 
want to do this on a large scale, we need some other people as well, I can’t do 
everything by myself […] First of all we need a infrastructure; and for the 
infrastructure we need investment; and for investment we need investors. This 
is why I went to the [Venturing Organisation]. […] When I spoke to them, I told 
them clearly that please don’t just give me a bag of money in the form of an 
investor. I need a person who is very active. (R18, telecommunications services) 
The key to R18’s plans for growth is his approach to growing the scale of his business 
through cooperation, that is sub-contracting ‘job’ roles, rather than having employees 
‘on the books’. This approach to entrepreneurship is part of the model that several of 
these conventional business-orientated business owners are taking (R15, R18, R29). 
Others (R1, R6) also intend to minimise the risk of having employee overheads at the 
early stage of their business while clearly articulating that non-sub-contracted 
employees are part of a growth plan. Previous research outlined in Chapter 2, finds 
that this form of ‘jobless’ growth is common to (UK) HBBs (Mason et al., 2011; 
Enterprise Nation, 2009) and has been used by this sample to build scale in their 
organisations. These findings also indicate though that some of the HBBs in this sample 
will grow through job-creation, rather than ‘jobless’ growth.  
Further, it is worth noting that most of these businesses are either nascent or very 
early stage new business (except R29). Some of the business owners actually described 
themselves as ‘start-ups’ which would fit with the idea that HBB can be useful for 
testing the business/market (Walker and Brown, 2004) and other research which 
shows HBB creation correlates with greater numbers of nascent businesses in areas 
across the UK (Mason et al., 2011). At this early stage in the business life cycle, it is 
possible that individuals report greater desire for entrepreneurship-related outcomes, 
i.e. growth and profitability (and corresponding actions) as they seek to establish 
themselves in business and before they have had time to ‘bed in’ to their business 
activities.  
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Overall, these findings would suggest that these conventional business-orientated HBB 
owners went in to business with an intention for their business to engage in 
entrepreneurial indicators as defined. Subsequently, they engaged in actions required 
to support growth activities in their businesses such as seeking to take on employees, 
desiring (and achieving) increases in profits, engaging with external financers, and 
diversifying the product/service offerings to realise the potential of their business.  
8.3 Diversifiers 
Seven of the respondents fit with a diversifier orientation. Diversifiers do not want to 
grow their businesses through employees, new premises or external funding and as 
such do not exhibit ‘conventional’ growth attributes. However, they do innovate but in 
a way that they perceive is manageable for them to maintain. Thus, they develop new 
products or offer new services that may grow their businesses in terms of revenues, 
but will not ‘stretch’ the business beyond their control.  
For example, R3 plans to extend her range of health and well-being services and to 
start to include products, and R28 plans to diversify by offering a new service that fits 
with her current spiritual and holistic health business. R30 provides another clear 
example. She describes how when a particular product sells well, she develops new 
styles in the same range:   
So the cushions have been a really good success. And from there I’m starting to 
think about chickens and owls and things like that now just to kind of introduce 
more things. (R30, accessories manufacturer) 
Yet despite diversification activities in these businesses, diversifier business owners 
intend for these to be delivered within the constraints of what it is possible for the 
individual operating alone to be able to provide. As R27 explains she has diversified by 
trying to reach new markets, and while keen to grow the financial value she gains from 
her printmaking business, she does not want to expand beyond her (self-imposed) 
boundaries: 
I suppose I hoped that one day it could be full-time. But in that respect I don’t 
envisage moving out of the space that I’m in. I’d like more work, but I’d still 
want to be able to do it in the space that I work in now. (R27, printmaking) 
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Although less common for diversifiers, there was evidence of cooperation with other 
businesses, and this was often about providing skills which the owners did not have. R9 
explains the process of making one of her small gifts, which includes an element of 
sub-contracting for a part of the product:  
I get the name stitched on. I don’t have the machine to do that so I work with 
another Facebook business […] I send it down to them and get the name 
stitched on and make the bear and then it goes back out. (R9, small gifts 
accessory manufacturer)  
What emerges from considering the diversifiers is that they do exhibit some 
characteristics associated with entrepreneurship such as pursuing innovation in terms 
of product/service offerings and reaching out to new markets. However, this is done at 
a level that they consider manageable so that they are not pushed beyond their 
personally manageable boundary; for these HBB owners it is about growing revenues 
and business offerings but limited to what they themselves can manage. As such, they 
do not exhibit many of the conventional growth indicators. Nevertheless, there is 
evidence of cooperation with other small business owners to provide access to skills 
that they do not possess and with a focus on minimising risks to themselves.  
It is worth noting five of the seven were engaged in small scale manufacturing (often 
craft-based) activities. These types of business somewhat necessitate continual 
production of new products to be sold to existing customers. Second, all of these 
diversifier HBB owners were female (four with dependents). Many of them described 
the HBB as a means to manage dual needs and as such, maintaining the business at a 
manageable level, whilst attempting to grow elements of it, may be related to the dual 
requirement of the business: to generate an income and yet work around other 
commitments and this may be particularly pertinent for women.  
8.4 Satisfiers 
Satisfiers represent the largest collection of HBBs in this sample (n=12). Satisfiers are 
content (or not) with how their HBB is doing and as a consequence do not exhibit 
conventional entrepreneurial activities. Thus, they are not looking for strategies for 
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growth or innovation/diversification, and are keen to keep their business at a 
personally manageable level.  
As an example R22 explains that she is not interested in moving to premises as a 
means to grow her business; a common feature across the satisfier sub-sample:  
But I guess ultimately people do want their own premises and want to see their 
business expand. But for me, I think that wouldn’t be good, and there’s no 
requirement for it. So I’m quite happy. (R22, training consultant) 
However, there were cases amongst this satisfier group of using cooperation in order 
to deliver their business services. For this cohort, the use of co-operators through a 
sub-contracted relationship, was used to minimise risk and is not seen as a means to 
grow their firms, rather it is a flexible approach in times when they are overstretched. 
R10 explains how this way of working allows him to deliver his business but without 
any undue risk to him:  
The way I work now is that I use associates and freelance associates on jobs 
that I’ve worked. And that’s helped because it’s very flexible. I don’t need to pay 
them if work’s not coming in. I don’t have to pay the on-costs for them or 
pensions or have any kind of responsibilities for them. […] (R10, management 
consultant) 
This research finds that over a third of HBBs in this sample are content to remain 
within the home and to keep their business ‘manageable’ notwithstanding some use of 
cooperation relationships in order to meet business demands as they arise. This 
echoes the findings of Mason et al. (2011) who also found that many HBBs were keen 
to remain within the home or stay the same size (i.e. run by one owner). Further it is 
interesting to note that all of the satisfiers ran services-based businesses (in contrast to 
diversifiers) in this predominantly service business type sample. This might suggest 
that service-based businesses do not have to engage (so frequently) in diversification 
activities or it may be related to the business model that they have in place. In 
addition, many of these HBB owners appear content with the income they are 
generating and as such there is no need to push for revenue-based growth through 
conventional methods. It is worth noting also, that the satisfier group was the one with 
the highest income levels. This may fit with a business life cycle approach such that 
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these individuals have progressed through the early stages and are now satisfied with 
how their business operates and the income generated. This would fit with the age and 
stage of these businesses as eight are established and four are at the later stages of 
new business classification criteria.  
8.5 Avoiders 
Finally, in contrast to the other orientations, a small group of three from this sample 
were actively resistant to growth. R20 is a prime example. Her B&B business is very 
successful, in fact in her eyes too successful, such that she says:  
If anything no! If anything I would, I would kind of shrink it. Probably just do the 
two rooms and then I could manage myself if I was only doing two rooms. (R20, 
B&B) 
R8 is also resistant to the idea of growth, and in discussion indicates that this may be 
an age-related choice:  
No. Not at all. I don’t really want to grow my business any bigger that it is. If I 
was maybe 30 or something like that I would be thinking oh right I can maybe 
take on a couple of employees or something like that. But no, not at my age, no. 
I’m happy to tootle along the way I am and I don’t want to expand my business 
further than it is. (R8, genealogy researchers) 
Whilst representing a small proportion of this sample, findings from this research 
would suggest that there are HBBs that operate on the basis of avoiding or at least 
minimising the growth (potential or actual) of their businesses. Of those who were 
keen to limit their businesses, it should be noted that they were all retirees or near to 
retirement age. Thus age-related factors certainly seem to have played a part in their 
decisions and actions.  
8.6 Analysis: Entrepreneurship-orientation typology 
The findings of this research would suggest that there are four reasonably distinct 
groups, in terms of their business-orientation: conventional, diversifier, satisfier and 
avoider. This research proposes that it is possible to group together respondents by 
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their business-orientation (see Table 7). With regards to their growth-related activities, 
an HBB can take various concurrent measures and as such may be shown in more than 
one row. From there, it is possible to overlay the business age and stage. As Table 7 
shows, this presents those at the nascent or early stage of business as more driven by 
conventional measures of growth as opposed to those who operate established 
businesses in the satisfier column.  
 
Table 7. Business-orientation typology 
Entrepreneurship research, with its basis in economic literature, would suggest that a 
key feature of business, and evidence of entrepreneurship, is growth (Kao, 1993; 
Steyaert and Katz, 2004). The perception of HBBs, however, is that they are not growth 
orientated, instead they are perceived to be of low value and lifestyle, and as such are 
considered of limited impact (or benefit) to an economy.  
What this research finds is that a range of orientations for business activities are in 
evidence in this sample of HBBs. From analysis of the activities of this sample, HBBs 
can be labelled conventional, diversifier, satisfier or avoider. Therefore, conventional 
entrepreneurship is observable and not entirely absent. However, there were those 
who chose to ‘diversify’ their offerings in a manageable way and many more ‘satisfiers’ 
who do not wish to limit the growth potential (in terms of personal wealth creation) of 
their business, and yet do not wish to achieve growth through ‘conventional’ means of 
creating jobs or innovation. Therefore, the extent to which the majority of these HBBs 
(i.e. diversifiers, satisfiers and avoiders) can be labelled as ‘entrepreneurs’ or exhibiting 
‘entrepreneurship’ is questionable. Nevertheless, this research would still suggest that 
the common conception of the HBB as a homogenous lifestyle business sector, which 
  161 
does not aspire to, or achieve, entrepreneurship-related outcomes, is limited. Thus, 
the recent literature which calls for reviewing how growth, as an indicator of 
entrepreneurship, is conceptualised (e.g. Kiviluoto, 2013), is supported by evidence 
from this study.  
The gender of a HBB owner and their business-orientation classification also appears 
to emerge from analysis as an important finding. It is worth noting that the majority of 
those not exhibiting entrepreneurship characteristics in their businesses are female 
(n=15 of 22 in diversifier, satisfier and avoider categories). This fits with the findings of 
Thompson et al. (2009) who found similar in their study of UK female HBB owners. 
Furthermore, the age and stage of both the business and the owner appears to 
influence business orientation. For example, those owners who expressed personal 
reasons for HBB creation, often around life stage factors such as the presence of 
children, were not likely to be those who were interested in ‘conventional’ growth 
activities or outcomes. For them, the dual nature of HBB is the important aspect: 
providing an income and facilitating time for other activities. Similar was found for 
those who were retired or nearing retirement. Thus, their HBBs are about two things 
not just one. It could be suggested, therefore, that the HBB model for business 
creation is a means to a specific end that can be either business or personal. Therefore, 
understanding business motivations and creation in the context of life (and business) 
stage is important and may provide indicators for subsequent outcomes.  
8.7 Conclusions  
In conclusion, ‘entrepreneurship’ and HBB are not antonyms, yet neither are they 
synonyms. What this research finds is that some HBBs exhibit conventional growth 
objectives and outcomes. This was in the minority, reflecting the findings of 
entrepreneurship in small firms generally (Levie and Lichtenstein, 2010). Nevertheless, 
while many more of this sample did not exhibit ‘traditional’ entrepreneurship 
characteristics there was evidence of growth-related activities. These include 
innovation in terms of diversification of products and services and ‘jobless growth’ 
through sub-contracting (Mason et al., 2011). Thus, the HBB phenomenon is the site of 
heterogeneous business activities. Furthermore, a business typology created as a 
result of this study, reveals that there appear to be two important relationships. First, 
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a relationship between the gender of the business owner and their orientation 
emerges, and second, a relationship between the age of the business and the business 
owners and their orientation was found. Thus, in the context of HBB it is not just the 
operational environment that may have an impact on (preferred) business outcomes, 
but that life stage and gender factors may have an equal if not greater impact. 
Therefore, not only can the HBB phenomenon not continue to be labelled as unworthy 
of (economic) attention and research, but misconceptions about its entrepreneurial 
character and potential must be revised.  
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Chapter Nine: Conclusions 
9.1 Introduction and overview  
This research sought to investigate home-based business (HBB), the motivations for it 
and the outcomes from it. HBB as a form for business operation is continually 
increasing across Scotland and the rest of the UK (Enterprise Nation, 2014). Further, 
cumulatively HBBs represent approximately 50 per cent of all SMEs in the UK, 
contributing £300 billion to the UK economy (ibid.). Yet, academic investigation of this 
phenomenon has been limited. Where research has been conducted, it has 
predominantly situated the HBB within an entrepreneurship paradigm and therein lies 
the paradox: is HBB an entrepreneurial activity or rather, is HBB, as frequently viewed, 
a means to facilitate other ends such as ‘lifestyle’ and work-life balance? This thesis 
has sought to consider these and in doing so, to understand the HBB as a means to 
what end?  
In light of the literature investigating HBB, and based on SEE theory, there were four 
research objectives for this study.  
Objective 1. To explore dimensions of home-based business and different types 
Objective 2. To investigate intention antecedents and motivations for home-
based business in the context of theories of entrepreneurial intent  
Objective 3. To examine the personal and business outcomes of home-based 
business 
Objective 4. To investigate if entrepreneurship defined as growth-orientation is 
observable in home-based businesses   
This empirical study engaged with 30 HBB owners from across Scotland. From a critical 
realist perspective, it employed an exploratory, qualitative, in-depth, interview-based 
approach that sought to gain access to the narratives of the sample. This enabled the 
researcher to understand and gain insights into business creation journeys and 
subsequent outcomes with rich illustrations.   
A summary of the findings and the contributions of this study to knowledge are 
presented. Thereafter the limitations of this study are considered as are areas for 
future research.  
  164 
9.2 Summary of findings and contribution  
The findings of this exploratory investigation of HBB indicate complexity. On one hand, 
HBB is similar to other small firms and yet, they are distinct in many ways. This includes 
not only the dimensions of HBB and how these fit with other small firms, but the 
motivations that underpin the creation of HBBs, their outcomes, in particular the ‘dark 
side’ of HBB, the relationship between motivations and outcomes, and ultimately, the 
fit of HBB within the entrepreneurship paradigm. It is the distinctive character of the 
HBB that emerges as an illustration of its value as a concept for deeper and further 
exploration; an aim of this thesis. Several major findings from this study support this 
and will be presented here in line with the research objectives of this research.  
9.2.1 Home-based business dimensions and types  
Objective 1: To explore dimensions of home-based business and different types 
RQ1: What are the key dimensions of a home-based business? 
 
To begin, this research corroborates previous literature that concludes the HBB 
phenomenon is hard to accurately define given the plethora of activity, both business 
and home, which can take place in one location. To date, the majority of research 
investigating HBB has not clearly distinguished the location of business activities, that 
is, whether it takes place in or from home. This study identifies that in order to 
understand the effects of business and life in one location, it is necessary to clearly 
delineate where business activity takes place. Therefore, according to this study a HBB 
describes business activity which takes place in the home.  
Further, this study reveals that the gender of the HBB owners appears related to the 
choice of business activity such that, women, in general, are found here to operate 
lower skill, lower revenue businesses. It is interesting also that gender appears 
relational to two further dimensions: human capital attainment of the individual and 
human capital requirement for the business. Human capital attainment refers to the 
highest level of education attained by the individual with several studies showing that 
HBB owners have higher levels of attained human capital than other small firm owners 
(e.g. Mason et al., 2011); findings this study would support. However, it is the 
discrepancy between the highest levels of human capital attainment of the individual 
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and the human capital requirements of the business which are pertinent in this study. 
The discrepancy between attainment and requirement is most significant for female 
owners such that a woman holding an MBA may operate a firm with low human capital 
requirements as is the case with respondent R3 (also R23, R17, R28 for example – total 
nine). The opposite seems to be the case for some of the male HBB owners in this 
sample. For example, R6 with school-leaver qualifications runs a high value IT 
consultancy business (also R16, R19). While these observations are based on 
qualitative research and therefore may not be generalizable, nevertheless, the 
apparent relationship between gender, human capital and HBB ownership does merit 
further investigation.   
The use of technology in HBBs is another dimension feature of HBB. Whilst popular 
rhetoric suggests technology is a key influencer of HBB activity and is the ‘cause’ of its 
high numbers, this study finds that the owners were just as likely to not be technology-
enabled as those that were. This suggests that the influence of technology may be 
overstated and this may limit our understanding of this business sector. Overall, this 
thesis has identified several dimensions, arranged as typologies (see Chapter 5), which 
might contribute additional clarity when researching HBB. 
9.2.2 Motivations for home-based business creation  
Objective 2: To investigate intention antecedents and motivations for home-based 
business in the context of theories of entrepreneurial intent  
RQ2: Why do individuals engage in home-based business?  
Findings on motivations for HBB reveal that there are two complementary strands of 
motivation involved. First, HBB owners in this study were motivated by many of the 
factors reported in small firms literature such as status, financial reward and control 
(e.g. Carter et al., 2003). In addition to these ‘classic’ motivations, there was also 
evidence to support motivations specific to the creation of a HBB. HBB-specific 
motivations were principally related to perceptions that both business and personal 
needs can be facilitated by HBB. The HBB-specific business motivations such as cost 
control and managing risk were identified by this sample as important during the start-
up phase and, for many, were an on-going business concern. Personal HBB-specific 
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motivations were related to attempts to meet more than one need or desire, for 
example, managing health requirements or parental roles in addition to business. The 
perceived flexibility, or work-life balance, afforded by HBB creation was a particular 
draw for many in the sample. Further, there is some evidence to suggest that these 
‘dual need’ motivations are gendered as predominantly female respondents seek 
flexibility to manage life stage transitions, especially childcare. Future research 
investigating business creation motivations may be informed by recognising the 
importance of business location, as it may have a significant impact on the cognitive 
business creation process and subsequent business creation behaviours.  
This thesis finds empirical evidence of motivation antecedents – attitudes, subjective 
norms and self-efficacy – particular to the choice of locating a business in the home. 
This provides us with some opportunity to contribute to the development of theory of 
motivations for small business creation. In particular, Shapero’s Entrepreneurial Event 
theory (SEE) (Shapero and Sokol, 1982) was employed to understand the elements of 
the business creation decision process (Figure 9). 
 
Figure 9. Shapero's Entrepreneurial Event Theory (SEE) 
Source: Shapero and Sokol (1982) 
The theory comprises several business creation antecedents including perceived 
desirability, perceived feasibility and precipitating event. This study found support for 
each of these antecedent elements (indicated by the shaded boxes). For perceived 
desirability – comprised of attitudes and subjective norms – there was greater support 
for the importance of attitudes than subjective norms. Nevertheless, whereas in other 
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studies the value of subjective norms has been indeterminate (e.g. Elfving, 2008), this 
study shows that many in this sample were exposed to a family and/or friends 
background in business with further references made to cultural awareness of 
business creation as a valued activity. Perceived feasibility, or self-efficacy, which 
according to Shapero and Sokol (1982) encompasses human, financial and social 
capital, was strongly in evidence in this sample. This was particularly the case for 
human capital. Two-thirds of this sample created a business based on their highest 
level of educational attainment background (i.e. accountant creates accountancy 
practice) or linked to their work experience (i.e. management consultant in a specific 
field moves into management consultancy in the same area of expertise). In the 
remaining nine cases, gender emerges as a factor which potentially influences the link 
between human capital attainment and application in business, as outlined in the 
previous section. Financial capital was partially supported with the importance of a 
‘facilitation’ job in evidence for some, i.e. an employment position that makes the HBB 
feasible in the early days or on an on-going basis. Additionally, there was strong 
support for the precipitating event antecedent as almost without exception, every 
respondent, save one, in this study reported one or more precipitating event(s). This 
could take the form of a life event (e.g. birth of a child) or a work-related event (e.g. 
redundancy). Overall, there were more reports of ‘push’ type precipitating events 
rather than those who were ‘pulled’ towards business creation. Nevertheless, there 
were also occasions when both push and pull factors were reported. This suggests that 
any narrow categorisation of pre-business creation events into either/or push/pull 
categories is limiting. Overall, the findings suggest that the antecedents proposed by 
SEE theory are valid for understanding why individuals created HBBs.  However, in 
addition, from analysis of the empirical data in this study, SEE theory, in its current 
form, is not without limitations for application in this context. As such, this study 
presents an adaptation to the existing model (see Figure 10) illustrating that HBB 
owners experience different routes to business creation, whereby the precipitating 
event may interject into the SEE model at various stages in the process.  
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Figure 10. Adapted Entrepreneurial Event Theory 
Further, reliance on the agency aspect of business creation may be limited, as 
important precipitating event contextual factors appear to have an impact on business 
creation intentions and the entrepreneurial event. Additionally, the adapted model 
indicates that the cognitive process is not homogenous across individuals and thus 
recognition of the importance of the individual within their contextual circumstances 
and their route to (HB)business creation is required.   
9.2.3 Outcomes of home-based business  
Objective 3: To examine the personal and business outcomes of home-based business 
RQ3: What are the business and personal outcomes of engaging in home-based 
business?  
The broadest research objective of this study was to understand the business and 
personal outcomes of operating a HBB. As the HBB is most often framed within an 
entrepreneurship paradigm, existing research has sought to understand predominantly 
business outcomes – that is, revenues, employment and growth – of engaging in this 
form of business. Yet despite this, HBB has also been widely perceived as a means to 
maintain a ‘lifestyle’ or to meet dual needs, that is, to chiefly obtain the elusive work-
life balance; this study would support these perceptions to a certain extent. 
Nevertheless, this study finds that HBBs contribute to both business and personal 
outcomes. One business outcome is minimising risk during start-up and throughout 
continued business operation. A HBB also allows for further risk reduction and cost 
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control as the majority of these owners, when seeking to grow revenues, currently do 
so through co-operation with others via sub-contracting relationships rather than by 
directly employing others. Financial return is also in evidence, although to varying 
degrees across this sample. For example, the findings indicate that female HBB owners 
spend less time on their businesses as per the findings of Thompson et al. (2009). This 
seems to occur due to managing dual needs and consequently affects their business 
growth orientation and outcomes. Nevertheless, this was not unforeseen by the 
female owners who appear content with this comprise as, like many other HBB 
owners, their HBB provides them with a job, and to that end, their business meets a 
need. For others, predominantly male HBB owners, financial growth is key. Alongside 
these, HBB also facilitates many other personal desires such as having control and 
autonomy, flexibility, and maintaining a sense of status. As such, the HBB is an activity 
which positively contributes to an owners’ life.  
However, operating a HBB is not without its consequences. The most significant finding 
of this research, which is largely absent in the extant literature, is the ‘dark side’ of 
HBB activity. For example, many of these owners experienced both business and 
personal isolation. From a business perspective, this resulted in challenges to the 
development, and potential growth, of business through lack of business contact 
interaction. Although business characteristics of HBB have been previously identified 
as possible negatives of HBB (e.g. business credibility and business type (e.g. Walker, 
2003; Bryant, 2000, respectively)), no literature to date has discussed the impact on 
HBB of their (social) isolation from other businesses. Thus, this research makes an 
important new contribution to knowledge.  
Personal isolation in HBBs, according to this research, is a very serious likelihood of 
HBB ownership. Whilst touched on in some previous HBB literature (e.g. Berke, 2003; 
McGowan et al., 2011), this study finds that personal isolation is a factor that affects 
almost every HBB owner in this sample with evidence of severe outcomes such as 
incidences of depression and suicidal thoughts reported. Thus, previous literature has 
not adequately examined nor reported the full extent of this issue for HBB owners. 
This is a key finding from this thesis.  In addition to factors around social and business 
isolation, spatial and temporal boundaries were blurred by engaging in HBB. Thus, 
whilst a HBB may offer various positives as a place of work and offering a means to 
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create a job, it also comes with several significant ‘side-effects’ which require further 
investigation. Moreover, these negative outcomes are often unforeseen and once a 
commitment to operating a HBB has been made, it may not be possible for individuals 
to move away from their business to alternative means of employment. Furthermore, 
the findings of this research indicate that there is a relationship between initial 
business creation motivations and the business and personal outcomes achieved, 
notwithstanding the unforeseen negative outcomes. Thus, this study contributes to 
knowledge on the influence of pre-business motivations and their effect on business 
(and personal) outcomes.  
9.2.4 Entrepreneurship in home-based business  
Objective 4: To investigate if entrepreneurship defined as growth-orientation is 
observable in home-based businesses   
RQ4: Is entrepreneurship (defined as growth-orientation) evidenced in home-based 
business?  
Finally, this study sought to determine if entrepreneurship was evident in HBBs or not. 
Oftentimes, HBB is dismissed as lacking entrepreneurial characteristics such as 
innovation and growth, and ultimately lacking contribution to desired economic 
growth. However, recent publications would suggest that not only does the cumulative 
number of HBBs in the UK indicate that they have signification contribution to make, 
but studies have shown that some HBBs do seek growth (Enterprise Nation, 2014; 
Mason et al., 2011; Mason and Reuschke, 2015). This study finds however that 
entrepreneurship is only exhibited by some of the HBBs in this sample; the majority do 
not exhibit entrepreneurship characteristics and this is principally the case in female-
run HBBs. Therefore, this study has uniquely revealed that there are four different 
business orientations for the HBBs in this sample: ‘traditional’, ‘diversifiers’, ‘satisfiers’ 
or ‘avoiders’. Thus, these groups exist along a spectrum from those who actively 
pursue the hallmarks of entrepreneurship to those who avoid attaining such markers. 
Generally, this study finds that the majority of HBBs seek business sustainability and 
development. Rather than via activities traditionally associated with entrepreneurship 
this study finds they do this through diversification activities and/or co-operation/sub-
contracting arrangements. The point for these HBB owners most often is to increase 
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revenues in such a way that their business remains manageable for them and does not 
compromise their desire to meet more than one need.  
Table 8 summarises the findings from this research in relation to existing HBB 
literature and the assumptions identified in Table 1 in Chapter 2. 
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Literature/Assumption Author(s) Findings of this research 
Economic Trend towards HBB, especially 
in rural economies 
Rowe et al. (1999); Enterprise Nation (2009); 
Enterprise Nation (2014); Phillips (2002); Dwelly et al. 
(2005) 
Referring to Chapter 5, as this 
research worked with a non-
generalisable sample, it is not 
possible to present findings on the 
presence of a trend towards HBB or 
their geographical status. 
Nevertheless, just over half of this 
sample were new businesses or 
younger (<42 months) and just 
under a third were rural businesses.  
HBBs demonstrate growth 
indicators (e.g. orientation, 
household contribution) 
Walker (2003); Dwelly et al. (2005); Enterprise Nation 
(2009); Mason et al. (2011); Enterprise Nation 
(2014); BIS (2014); Mason and Reuschke (2015) 
Referring to the findings presented 
in Chapter 8, only some HBBs 
demonstrate growth indicators 
through employment, seeking 
profits, diversification of their 
products and sub-contracting 
arrangements. This study labels 
these as ‘conventional’ businesses.   
Growth types specific to HBB: 
outsourcing, sub-contracting 
Dwelly et al. (2005); Mason et al. (2011); Enterprise 
Nation (2014) 
Referring to the findings in Chapter 
8, there is evidence from this 
research to support sub-contracting 
as a method used by HBBs to achieve 
‘manageable’ growth. This study 
found that this was predominantly 
the case for ‘diversifiers’ and some 
‘satisfiers’. 
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HBBs lack growth indicators 
(e.g. employees, turnover) 
Soldressen et al. (1998); Phillips (2002); Loscocco and 
Smith-Hunter (2004); Thompson et al. (2009); 
Newbery and Bosworth (2010); Ekinsmyth (2011) 
Referring to Chapter 8, this study 
found that the majority of HBBs do 
not display growth indicators and as 
such are not defined as 
entrepreneurship.  
Non-economic Work-life balance Felstead et al. (2002); Bryant (2000); Shaw et al. 
(2000); Jurik (1998); Moore (2006); Walker et al. 
(2008); Tietze et al. (2009) 
Findings presented in Chapters 6 and 
7 show that work-life balance (in this 
study most often referred to as 
flexibility) were sought both as a 
motivator for business creation and 
as an outcome of operating a HBB.  
Combat disadvantage – 
disability, presence of children, 
retirees and hobbyists.  
Pratt (1987); Jurik (1998); Soldressen et al. (1998) The findings reported in this study 
show that two thirds of the sample 
could be said to have a 
‘disadvantage’ factor. In some cases, 
these were discussed as motivations 
for the creation of a HBB in 
particular (refer to Chapter 6).  
Characteristics Hours worked in HBB are long 
(>40 hours) 
Edwards and Field-Hendrey (1996); Walker (2003); 
Tipple (2005); Enterprise Nation (2009) 
There is some evidence to suggest 
that long hours are common for this 
sample with almost half working 
longer than 40 hours per week (refer 
to Chapter 5). 
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Hours worked in HBB are short 
(<30 hours) 
Rowe et al. (1999); Loscocco and Smith-Hunter 
(2004); Thompson et al. (2009); Mason et al. (2011) 
 
As discussed in Chapter 5, a third of 
these HBBs were operated on a part-
time basis. This reflects the literature 
which suggests that working hours in 
HBBs follow a u-shaped distribution 
of either higher or lower hours 
worked.  
HBBs more often found in rural 
areas 
Felstead and Jewson (2000); Phillips (2002); Dwelly et 
al. (2005); Newbery and Bosworth (2010); Mason et 
al. (2011) 
This non-generalisable sample finds 
that almost a third of these HBBs are 
rural businesses (refer to Section 
4.5.2, Chapter 4).  
HBBs more often found in 
urban areas 
Edwards and Field-Hendrey (1996); Wilson et al. 
(2004); Enterprise Nation (2009) 
The majority of this non-
generalisable sample operated in 
urban areas (refer to Section 4.5.2, 
Chapter 4). 
Low amounts of initial 
capitalisation or self-funded 
Soldressen et al. (1998); Loscocco and Smith-Hunter 
(2004); Newbery and Bosworth (2010) 
Capitalisation of these HBBs was 
limited and at a low level. In 
addition, self-funding was the 
predominate approach, with most 
using a second job for financing. 
Refer to Chapter 6, Section 6.4.  
HBB owners have high levels of 
human capital attainment (not 
including business experience) 
Jurik (1998); Soldressen et al. (1998); Felstead et al. 
(2000); Loscocco and Smith-Hunter (2004); Newbery 
and Bosworth (2010); Mason et al. (2011) 
This sample had high levels of 
human capital, especially formal 
qualifications. Refer to Chapter 5, 
Section 5.1. and Chapter 6, Section 
6.4. 
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Gender – HBBs are run by 
women for WLB reasons 
Edwards and Field-Hendrey (1996); Holmes et al. 
(1997); Kirkwood and Tootell (2008); Walker et al. 
(2008); Enterprise Nation (2009); Ekinsmyth (2013); 
Wynarczyk and Graham (2013) 
The findings of this study suggest 
that flexibility is important to 
parents (in most cases females) with 
children. Although flexibility is 
valued by many males in the sample 
also.  Refer to Chapter 7, Section 7.2.  
Technology as a causal factor Edwards and Field-Hendrey (1996); Bryant (2000); 
Ammons and Markham (2004); Wilson et al. (2004); 
Enterprise Nation (2009); Mason (2010); Mason et al. 
(2011); Wynarczyk and Graham (2013); Daniel et al. 
(2014) 
The findings of this study suggest 
that the importance of technology as 
a causal factor for the creation of a 
HBB is more limited than reported. 
Refer to Chapter 5, Section 5.6.1, 
Typology T3.  
 Knowledge and business 
sectors dominate 
Edwards and Field-Hendrey (1996); Rowe et al. 
(1999); Loscocco and Smith-Hunter (2004); Ammons 
and Markham (2004); Mason et al. (2011); Enterprise 
Nation (2014) 
In the case of this study, two-thirds 
of the non-generalisable sample 
operated in the knowledge/service 
sectors. Refer to Chapter 4, Section 
4.5.2.  
Table 8. Thesis findings and Home-based business literature/assumptions 
 
  176 
9.2.5 Policy and practice  
This study contributes to practice in two key areas. First, by utilising a theory of 
business creation intent, which is found to require adaptation, this thesis 
demonstrates that intentions to create a business do not solely rest on the agency of 
the individual. Rather, there are additional contextual factors which influence 
(HB)business creation. Thus, when policy aims to stimulate the creation of new 
business, it is necessary to consider many antecedents of business creation. These 
should not be limited only to areas policy makers perceive as being possible to 
influence, such as attitudes to business, the social perception of the value of business 
and in equipping individuals with ‘feasibility’ skills such as business planning and 
advice. Second, there were two principal ‘dark-sides’ to engaging in HBB: isolation and 
the management of boundaries. These factors are of relevance to both those 
considering creation of a HBB and to policy makers who are currently seeking to 
encourage HBB creation through removing legislative restrictions (e.g. BIS, 2014). Thus, 
in organisations that support business, an awareness of these issues would be valuable 
so as to develop supportive mechanisms and measures to minimise their potential and 
impact on business and owners. In addition, policy and support agencies need to take 
a holistic view to encouraging HBB creation recognising that these negatives can harm 
business development and growth and thus implementing ‘damage limitation’ 
activities such as local networking hubs for HBB owners is recommended.  
9.3 Limitations and opportunities for further study  
As with all research, this research has limitations. Given that it engaged with a 
relatively small sample of 30 self-selecting HBB owners, the findings presented here 
may lack generalizability across the entirety of Scottish HBBs and those further afield. 
Further, with regards to sampling, the study only involved individuals who are 
currently running a HBB. Therefore the sample excludes those who tried and either 
failed, rejected or have since closed their HBBs. Additionally, HBB owners are a 
challenging sample to gain access to due to limited official records and the nature of 
their business operation. Thus, the sampling method required a mix of self-selection 
and snowballing, which may have affected responses, although every effort was made 
to reduce bias in the data. There are conceptual limitations also. The study is framed 
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within an entrepreneurship paradigm which may not be the most applicable lens 
through which to attempt to understand this phenomenon. In tandem with an 
entrepreneurship theoretical perspective, this study also proposed a conceptual 
typology that categorised HBBs according to the percentage of time spent running 
their business at home and from home. This may not be a useful distinction, 
particularly when employing a different theoretical lens. Further, this is a cross-
sectional study which interacted with the sample at a particular point in time; 
specifically referencing the wider context of global recession and its consequences, for 
example increases in redundancy. This may have had an impact on the kinds of 
motivations and precipitating events reported for HBB creation. In addition, the 
research project was planned, executed and analysed by only one researcher which 
may limit alternate interpretations of the data and reporting of findings. Moreover, the 
researcher has a family and personal background of HBB activity that may have 
coloured the interpretation of the findings.  
Despite these limitations, this research has gathered rich data and reported extensive 
findings. As a consequence of this exploratory study, several additional avenues for 
research are implied that would contribute to knowledge.  
Widening the sampling frame to include individuals who had previously owned a HBB 
would enable examination of reasons for leaving HBB and how and why this was done. 
As this study was cross-sectional, a longitudinal study exploring pre-business creation 
motivations and subsequent follow-ups to assess the stability of motivations; changes 
to motivations over business and personal age and stage; and to test the predictive 
potential of SEE theory would be beneficial. This would enable further testing of the 
validity of the original SEE theory and the adaptation proposed in this study. These 
theoretical frameworks could also be tested in different contexts and/or geographies 
as there may be something particular to the Scottish context that has informed these 
findings. Further investigation of the nuance and layers of experience found in this 
study, such as the tendency from women to trade below their highest level of 
educational attainment, would also be beneficial. Additional study could seek to 
examine the in/from distinction between HBBs. The findings of this study could be 
compared to a sample of from home Scottish HBBs to identify similarities and 
differences and thus further establish the typology proposed here. The prevalence of 
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push factors found in this study is also worthy of investigation as the significance of 
this kind of precipitating event may be particular to (Scottish) HBBs. Isolation – 
business and personal – emerged as a major ‘dark side’ finding from this research. 
Consequently, further investigation is required to understand whether HBB is a 
contributing factor to mental health issues, or are those who are drawn to HBB 
business creation susceptible or already experiencing mental health issues? It may also 
be worth considering whether once an individual engages in HBB, they become 
‘trapped’ in this way of operating due to mental health issues or due to a lack of 
interaction with others beyond the boundary of home in terms of developing their 
business skills and/or finding alternative job opportunities. Finally, in analysing the fit 
of HBB within an entrepreneurship paradigm, it becomes apparent that whilst there is 
a fit, it is across a spectrum rather than an either/or classification. This may suggest 
that a growth imperative is a very limited conceptualisation of business ownership and 
that those seeking sustainability are at least as common a group as those seeking 
growth, and thus worthy of future attention. In addition, it appears that the age and 
stage of the business and also that of the business owner have an impact on their 
place on the spectrum. It would be worth further consideration of the importance of 
either or both of these age and stage factors and how these influence subsequent 
business and personal outcomes within the HBB context. These factors alongside 
business creation motivations also appear to influence approaches to business 
operations or opportunity selection. The extent to which development, sustainability 
and growth is achieved in these types of micro firms on the basis of collaboration 
rather than employee and firm growth requires further investigation also.  
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Appendices  
Appendix A 
HBB Interview Schedule   
 
MAKE A NOTE OF CONTEXT 
 
1. Tell me about your background/you 
2. Tell me about your business 
3. Why did you decide to go into business? 
4. Why did you decide to run a HBB? 
5. What do you get out of running a business/HBB? What is running a business 
like for you?  
a. How is your business doing? 
b. How does running a HBB affect your business?  
c. Do you aspire to grow your business? 
d. How are you doing with working at home? 
e. How does running a HBB affect you personally?  
6. What did you want to get out of running a HBB when you first started it? 
Why? 
7. Has that been realised? 
8. Any other comments thoughts about your HBB experience? 
9. Snowballing: pass on my details 
 
 
 
 
 
 
 
 
HBB checklist questions:  
 HBB must operate within the home premises for majority of their business hours 
 HBB must have the business registered at the home address 
 HBB must be registered with HMRC as self-employed or as a company  
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Appendix B 
Demographic information  
Please circle or complete the information as required.  
Gender 
 
Male Female 
 
Age 
 
16-24 25-34 35-44 45-54 55-64 65+ 
 
Marital status 
 
Married Widowed Divorced Separated Single 
 
Dependants 
(number) 
 
Dependants – 
age(s) 
Under 6 7-12 13-18 19+ 
 
Highest level 
of educational 
attainment 
Secondary College Undergraduate Postgraduate Doctorate 
 
 
Details about your home-based business 
 
Geographical location (enter 
postcode) 
 
 
Business sector 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Agriculture, forestry and fishing  
Mining and quarrying  
Manufacturing  
Electricity, gas, steam and air conditioning 
supply 
 
Water supply, sewerage, waste management 
and remediation activities 
 
Construction and building-related activities  
Wholesale and retail trade, repair of motor 
vehicles and motorcycles 
 
Transportation and storage   
Accommodation and food service activities  
Information and communication  
Financial and insurance activities  
Real estate activities  
Professional, scientific and technical activities   
Administrative and support service activities  
Public administration and defence, compulsory 
social security  
 
Education  
Human health and social work activities  
Arts, entertainment and recreation  
Other service activities   
Other (please specify)  
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Number of employees 
(excluding self) 
 
Revenue of business in last 
financial year (£ in 1,000s) 
 
0-10 11-25 26-50 51-100 101+ 
 
Length of business operation  
 
 
Nascent 
0-3 months 
New business 
4-41 months 
Established 
42 months 
 
Number of hours per week you 
estimate are spend on your 
business: 
 
At home  
Outside 
the home 
 
 
 
What is your ethnic group? 
Choose one option that best describes your ethnic group or background 
White 
1. Scottish 
2. Other British 
3. Irish 
4. Gypsy/Traveller 
5. Polish 
6. Any other White ethnic group, please describe: 
Mixed or Multiple ethnic groups 
7. Any Mixed or Multiple ethnic groups, please describe: 
Asian, Asian Scottish or Asian British 
8. Pakistani, Pakistani Scottish or Pakistani British 
9. Indian, Indian Scottish or Indian British 
10. Bangladeshi, Bangladeshi Scottish or Bangladeshi British 
11. Chinese, Chinese Scottish or Chinese British 
12. Any other Asian, please describe 
African 
13. African, African Scottish or African British 
14. Any other African, please describe 
Caribbean or Black 
15. Caribbean, Caribbean Scottish or Caribbean British 
16. Black, Black Scottish or Black British 
17. Any other Caribbean or Black, please describe 
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Other ethnic group 
18. Arab, Arab Scottish or Arab British 
19. Any other ethnic group, please describe: 
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Appendix D 
Sample poster 
 
